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The ‘New Silverlite tT ultifite 














OR economy and ease of installa- The reflectors are the famous all- 
tion, for greater efficiency of oper- _‘ metal Silverlite of highest efficiency. 
ation, we have produced Miultilite re- ; : 
lectors—the newest, most modern de- Adjustable to any window or condi- 
elopment in window lighting. tion, Multilite comes ready to install. 

No parts to lose. Extra frames for 
In either 2-4-6-8 or 10 light units screens unnecessary. Finish, Walnut 
ultilite comes ready to install with but Brown. 
ne connection to make through knock- 
but in end of reflector. Write for Circular 79. 


THE FRINK CO. Inc. 
235 Tenth Avenue New York City 
Representatives in All Principal Cities 
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The “Gregorian Design” of Display C ficctures 











Supplied in a Wide Variety of Fixtures and Cast in Solid Bronze 
Patented by 
J. R. PALMENBERG’S SONS, Inc. 


Ligure: 


1412 BROADWAY AT 39TH STREET, NEW YORK 


SAN FRANCISCO BOSTON 
204 gw eng Blvd. 11 First Street 26 Kingston Street 


5 
¢ 


STTTIIIIIIIIUUR2/ VSADIILIIN [DIDI VSADIIIIIINNNONU R22 VSL OONO OOOO Poe SANDOR) SATION 









TOT RSA RSA SSSA 


WS. 























[EV LCOOOUOIOOIOSSSATOOOOON OOO OOOO 22S SADT DDD 2 SADT OOOOO DODO] VSADIUOOO OOOO V SAIN ONOODOOOOOIP22V SAUDOLIDININNNONRC)VSADIT INIT ODIDIII22 WSADIDIOINITININN R22 VSAIININIIIINNOTI 2 \ SALIDA 


AS MAS AS ZS AS AS ZS TST AS 


‘s 














IN THIS ISSUE 


Interest in the window was 
never at higher tide than at 
present. How to use display 
is an issue that advertising men 
and manufacturers are consid- 
ering with greater concern at 
the moment than ever before. 
How to adapt retailing to the 
changing trends of the public 
mind is an issue that grips the 
trader and causes him to care- 
fully consider the efficiency of 
his publicity media. The mo- 
mentum of this current of in- 
quiry and examination is regis- 
tered in the articles which ap- 
pear in the June DISPLAY 
WORLD. For ready inspec- 
tion the following division of 
subject matter is presented : 


DEPARTMENT STORES 


“Literature Glorifies a Store 
Event,” by John R. Patton; 
“From School Day Romance 
to the Altar,” by Hazel Shire- 
man;  “Displayman Turns 
Movie Technician,” “The 
Week When ‘Baby’ Was 
King,” “Selling Tea Room 
Service via Windows,” “Cele- 
brating Fifty Years of Ser- 
vice,” “A New Theme for the 
Bridal Display,” and ‘“Dress- 
making Revival Fosters 
Drapes” are articles especially 
interesting to displaymen and 
executives in this field. 


CLOTHING 
“Windowing the News 
While It Is Hot” and “Dick- 
erson Captures Championship” 
are valuable to clothing dis- 
playmen. 


HARDWARE 

“Tying Hardware with Current 
Events” is a discussion of display 
methods giving more than usual 
interest to this class of merchan- 
dise. 

NATIONAL ADVERTISERS 

“Display? Only When Adver- 
tising Fails,” by Paul D. Davis; 
“Dealer Helps that Dealers Gladly 
Use,” by Edward O’Donnell, and 
“Where the Dealer Help Producer 
Fails,” by Robert R. Brown, are 
fruitful for national advertisers. 

DISPLAY FRATERNITY 

“German Convention Battles 
Problems,” by Erich De Roche; 
“Dinner Booms Coast Conclave 
Sales,” by Milton Bornstein, and 
“Putting the Headquarters on Its 
Feet” offer slants on association 
methods. Display Club Chronicles 
contain news from the chief dis- 
play clubs of the Country. 
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of « =) 
Latest Creations and Novelties 
in Y 
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CARL W. AHLROTH, 
The May Company, 
Los Angeles, Calif. 


E. PAUL BEHLES, 


Department Store Architect, 
New York City. 


HAROLD L. BRAUDIS, 
Harry Katz, Inc., 
Oklahoma City. Portland, Oregon. 

A. W. COATES, CHARLES L. JONES, JR., 
W. W. Mertz Co., J.B. Mosby Co., 
Torrington, Conn. Richmond, Va. 
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Brooklyn, N. Y. Philadelphia, Pa. 
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Woolf Bros., Mandel Bros., 


Wichita, Kans. Chicago, 111. 
FRED A. GROSS, W. C. KIRBY, 


The Owl Drug Company, E. R. Squibb & Sons, 
San Francisco, Calif. New York City. 


M. F. HERSHEY, 
Stewart Dry Goods Co., 
Louisville, Ky. 

J. WALTER JOHNSON, 
Powers Furniture Co., 
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JOHN R. PATTON, 
L. S. Ayres & Co., 
Indianapolis, Ind. 


GEO. E. PRUE, 
Jordan, Marsh & Co., 
Boston, Mass. 


E. J. SHORT, 
Display Specialist, 
Danville, Va. 


C. M. SHRIDER, 
A. E. Starr Co., 
Zanesville, Ohio. 
R. V. WAYNE, 
Detroit Window Display 
Service, Detroit, Mich. 


J. DUNCAN WILLIAMS, 
F. & R. Lazarus Co. Display Adv. Specialist, 
Columbus, Ohio. Chicago, III. 
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Chicago, IIl. 


A. MATZER, 











a 


Gi 





It's Time to Abandon Old Time Phrases 


T the last meeting of the Youngstown, Ohio, 

Display Club one of the speakers voiced 

his disgust with the continued reiteration 

of the statement that “Display is still in its 

infancy.” Ever since entering the profes- 

sion he had heard this stale glorification of his occupa- 

tion, he declared, and he added that he believed that it 
was high time that display climbed into long pants. _ 

The critic is a display executive of no mean ability, 
and his frankness arises from a sincere interest in the 
advancement of his profession and its members. Thor- 
oughly familiar with window publicity and its bearing 
upon retail merchandising, he looks with a practical eye 
upon the handling of his display space, discounting its 
romance and appraising the attributes of color and art 
as mere media of appeal. Hundreds of displaymen of 
similar calibre undoubtedly agree with him that alto- 
gether too many adjectives have been wasted upon the 
window, and that the need of the hour is a calm and 
business-like inventory of its values as a sales-producing 
medium, stripped of flapdoodle and buncombe. 

With the increasing severity of competition, business 
men are realizing that no advertising medium is half so 
‘convincing as the window. It alone enables them to 
show the articles that they are selling; it alone enables 
the prospective buyer to satisfy himself that the adver- 
tiser’s claims are not exaggerated. Thousands of dollars 
may be spent to create popular interest in a commodity, 
but not a cent of benefit is derived from this until the 
goods cross the dealer’s counter into the purchaser’s 
hands. 

Window advertising, as is pointed out in Robert R. 
Brown’s article on page 64 of this issue, is the only 
lorm of. publicity to attract the public to the point of 
purchase. In this distinctive field it offers the. oppor- 
lnity for a decisive punch. It reminds of need at the 


same time that it is recalling the other forms of adver- 
tising which have already met the patron’s eye. It sug- 
gests availability of the product, and, if the manufac- 
turer is clever, crystallizes dormant interest into buying 
action through art and copy designed especially for this 
service. 


The manufacturer has not been slow to realize many 
of these features, and has proved his appreciation of 
the window’s strong points by a mass of window con- 
tests. More have been announced this spring than in 
any previous season. 


What of the retailer? He is by no means indiffer- 
ent to the worth of his windows. If the manufacturer 
is hungry for window space to boost his products, the 
merchant is equally zealous to extract the utmost value 
from his displays. That department store installations 
lead in beauty and effectiveness is conceded, but critics 
have also realized that the small department and general 
stores, haberdasheries and shoe stores are frequently 
guilty of serious offenses against good taste. That this 
condition is passing is indicated by The DISPLAY 
WORLD questionnaire of 10,000 small retailers re- 
ported in this issue. From statistics compiled in this 
interrogatory, it is apparent that most of the smaller 
houses are keenly anxious to improve their fronts and 
lighting and to better the character of their displays. 


But there is still much room for improvement. It 
will be a long time before the last word in window de- 
velopment has been spoken. The time is ripe, however, 
to have done with glittering generalities concerning the 
greatness and nobility of display as a calling. It is 
essential to understand that display, like other forms of 
advertising, is simply a means of sales promotion. 
Stripped of tinsel and vainglory, the profession can then 
see itself as “ithers see it,” and profit accordingly. 
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A BIG MAN IN A BIG STORE 


Mr. Leo Van Coutren, who is now Head Interior Deco- 
rator on the Window Display Staff of Nugents Department 
Store, St. Louis, Mo., and graduate of the Koester School, 
makes the following enviable record over a period of twenty 
years. It is this kind of a record that illustrates the value 
of expert training. 















































Mr. Leo Van Coutren 


List of Prizes Won 


ist prize, Gold Cup, Window Display Conven- 3rd. prize, Dry Goods Economist Christmas 


tion, 1907. Window Contest. 
ist prize, Best Interior Display, Window Dis- 5th prize, Economist Embroidery Contest. 
play Convention, 1913. Honorable Mention, Merchants Record and 
ist prize, Boston Decoration Supply Co. Con- Shoe Window Contest. 
test. . ist prize, $100.00, Phoenix Hosiery Window Con- 
1st prize, Jap-a-lac Window Contest. test, 1926. 
4th and 5th prizes, Standard Pattern Window 2nd prize, Gossard Corset Window Contest. 
Contest. 3rd prize, Peter Pan Dress Window Contest. 





$100.00 First Prize Phoenix Window Won in 1926 by Leo Van Coutren 


What KOESTER TRAINING has done 


for other men 


is told in a graphic way in our Koester School Year Book. It is just as easy 
to tell the same story about 10,000—even more—but what this book brought those 
men is typical. They were clerks in stores, one of them had had no previous 
store experience. Now they are earning large salaries—one of them is now a 
store manager. This book will show you how you can easily step into the best 
paying positions in the store—and in time be fitted to hold down the big publicity 
jobs of the country or go in business for yourself. 


IT IS FREE 


There is nothing remarkable about the success of Koester graduates. It is entirely a matter 
of a man sincerely applying himself to work and becoming well grounded in all the principles 
that govern good merchandise display, retail advertising and card writing. The Koester School 
can teach you this in a few weeks. ‘ 


THE KOESTER SCHOOL 


314 S. Franklin St. } Chicago 


Founded Over 20 Years Ago 
Located in the Window Display Center of the World 
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‘to Be an 


ADVERTISING 
MANAGER? 


If you do, you don’t want to be a half-way 
advertising man. You want practical know- 
ledge that will aid you to succeed without loss 
of time. 


_ The Koester School’s New Retail Advertis. 
ing Course offers you the foundation on which 
to build the superstructure of your success. It 
gives you something substantial on which to 
stand. It gives you a reservoir of practical 
information from which to draw. It supplies 
you with the knowledge necessary to meet the 
demands of modern commercial life. And it 
will equip you for a better paying position in 
a comparatively short time and at little cost, 


No ambitious man can now say, “I haven't 
s ” ’ 
time.” No reasonable man can say, “I can't 
afford it.” 


A Comprehensive Course of 


52 Practical Lessons 


In Part I the vital principles of retail ad- 
vertising are analyzed. All of the technical 
and mechanical subjects necessary to a thor- 
ough understanding of the preparation of suc- 
cessful advertising copy are covered. 


Part II is devoted exclusively to writing 
and preparing advertising copy exactly as the 
work is done in modern retail stores. It covers 
an entire year’s work. 


Part III is devoted to business letter 
writing, preparing circulars, folders, booklets, 
catalogs and the like. 


Most Modern Method of 
Instruction 


The Koester School teaches by the most 
modern method of instruction, combining 
theory, demonstration and practice. 


The subject of each lesson is thoroughly 
discussed in an instruction paper which ex 
plains the fundamental principles of the 
lesson. This is accompanied by examples 
illustrating the points brought out in the 1” 
struction paper. The student is then assigned 
work covering the subject. When he has 
finished the work assigned to him, he sends tt 
to us and we correct it from every angle, tt 
turning it to him with all corrections cafe 
fully explained. All criticisms are persona 
and individual. 


The course may be studied at home or 3 
the school. 


The Koester 
School 

314 S. Franklin St. 

CHICAGO ILLINOIS 
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A Good Example of Fourth of July Windows Installed by M H. Luber, The Killian Co., Cedar Rapids, Iowa. 









Travel and Sport are Summer Trumps 


Popular Interest in These Themes Makes it Advisable to Give 
Them Prominence Throughout the Season 


By GUNTHER THAER 


Editorial Staff, Fensterschau und Ladenbau, Berlin 


HE alert displayman in his effort to create 
interesting windows seldom wants for 
popular subjects. Always there is oppor- 
tunity to stress nationally advertised 
goods or to fall back upon an opening or 

a holiday theme. At this time travel and sport are 
his trumps. 


Each year the coming of spring marks the awaken- 
ing of the masses’ interest in travel. The circum- 
scribed gayety of winter, its balls, theatres and con- 
certs, pales before the awakening interest in reviving 
nature and the possibilities for travel and athletics. 
This change in spirit, however, cannot be as readily 
interpreted and played-upon in the window as indoor 
functions. Research and investigation alone can 
assure the decorator that his idea is practical. In this 
respect the windowman must be his own critic. 


When he installs a travel window he must develop 
the feeling, “How pleasant it is to travel?” He must 
Personally experience a bit of the travel lure that in- 
spires the passer to buy a trunk, a handbag or a 
traveling outfit. First, then, is the instinct for selec- 
tion of the correct decorative motif, and then follows 


Capacity for attractive arrangement of the merchan- 
dise, 


Quite appropriate for such a window is a back- 
stound showing a depot with a waiting train. Left 
and right may be arrays of luggage and nee. it, per- 


haps, the cut-out figure of a porter. In the center 
may be shown the figures of a man and woman and a 
child in travel garb in the act of boarding the train. 
It is also plausible to show an automobile, secured 
through the cooperation of a local sales agency (which 
can readily grasp the resulting advertising procur- 
able), and to group around this several figures in ap- 
propriate apparel with luggage or other accessories 
for the motorist. Likewise, a humorous treatment can 
be given the theme when the displayman finds that 
this plan is most likely to inspire interest. 

In the cheice of his merchandise he must give 
special attention to goods that tend to maintain the 
unity of his spectacle. They must be declarative of 
their appropriateness as well as decorative. A jack, 
for example, has no place in a display calculated to 
arouse the interest of the potential tourist. 

For the sports window, what has been said of the 
travel display is applicable. Realism is even more 
essential here, for emphasis upon cut, cloth and color 
are just as necessary as the atmosphere of relaxation 
and recreation. If many patrons deem it necessary to 
buy their needs in specialty shops, it is all the more 
advisable for department and general stores to em- 
phasize the values of their commodities. Failure to 
do so creates the impression that the dealer lacks in- 
terest in these goods and that he is not prepared to 
serve the buyer properly. Natural surroundings must 
be stimulated to insure the creation of desire. 
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Literature Glorifies a Store Event 


Foremost Figures in American Letters Shed Lustre on Book Fair Amid 
Surroundings of Fantastic Beauty Fashioned by Alert Windowmen 


By JOHN R. PATTON 
Display Manager, L. S. Ayres & Co., Indianapolis, Ind. 


NIQUE in its choice of merchandise, unique 
in display technique, was the development 
of Ayres’ Book Fair, the sensational store 
event which Ayres sponsored during the 
week of May 16 to 23. Indiana, center 

of American literature, and Indianapolis, capital of 
“Hoosierdom, were quick in their response to our 
gesture. 

Store efforts made of the venture a memorable ex- 
pression of public interest in things literary, and the 
galaxy of authors who were brought to the city, appear- 
ing on the rostrum and autographing books, gave it a 
significance beyond the utmost possibilities of the aver- 
age merchandising “stunt.” 

Back of their contribution, preparing the way for 
their advent and endowing their appearance with the 
atmosphere of art, was Ayres’ display department, which 
bore the brunt of fashioning a solid front of unusual 
windows and gilding the store interior with a riotous 
blaze of color. Futuristic illustration, in all its diverse 
fashionings, transformed store aisles into strange ave- 
nues traversing the realm of books, pictured in tower- 
ing piles, bordering the pathway in giant editions and 
in various other ways dinning the theme into the minds 
of visiting throngs. 

“Against a background that might have been de- 
signed for the latest production of Ziegfeld’s Follies 
and with clerks dressed in gayly colored silk smocks 
substituting for the famed chorus, the fair opened. In 





. substituted. 


A Glimpse of the Unique Decorations Used on the 


point of beauty, originality and interest to the reading 
public it is unique in Indianapolis,” said one of the local 
dailies. 

In keeping with the elaborate scale on which the fair 
had been planned, the store display windows were 
transformed into stages with huge books for the wings 
and futuristic backdrops, gay with kaleidoscopic colors, 
showing the elements that are contained in the making 
of a book. Seven windows were used. 

The first showed a series of highly colored disks, 
graduated in size, on a field of blue, crossed and re- 
crossed with wild markings in lightning effects. In the 
center of each group an open book, with leaves flying, 
was portrayed. All this was resting on a pyramid of 
exceedingly large books. Ends or wings of window 
were formed by construction of two six by ten foot 
books, but in place of the titles ““Ayres’ Book Fair” was 
Books were placed on a platform with 
ends conforming to design of each background. An 
open book in front of the window read, “Ayres’ Book 
Fair—Week of May 16.” 

In the second window the background represented 
a pyramid of books closely resembling the pyramids of 
Egypt. The field was in old rose with strong scroll 
markings, irregular in formation. 

The third window was a series of tube effects, 
squares an odd outlined objects, and the fourth 
showed a field in purple with highly colored desks 
appearing. 































Street Floor Interior for Ayres’ Book Fair 
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The fifth window was one 
of the most striking. The 
background here represented 
an aerial view of streets and 
tall buildings that seemed to 
be made of books. Piles. of 
them were placed in front in 
tall building formation, with a 
futuristic automobile using the 
street below. 

in the remaining windows 
the background formation used 
series of oddly placed arches 
on a field of orange and other 
high colors. 

Ten specially constructed 
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booths were used in the inte- 
rior decoration. These were 
fourteen feet high and purely 
futuristic in design and color- 
ings. Some of the designs fol- 
lowed were spin wheel, dot and 
dash, disk, alphabetical, and 
over-size books in piles. Spe- 
cially designed shelves gave 
height to books on display. 
These shelves in cut-out effect, 
followed the markings of the 
booths. 

Sight of all these attractive 
settings, as one entered the 
door, immediately impressed 
the idea that this was a real 
book celebration. 





Through the cooperation 
of the country’s leading pub- 
lishers, thirty of the best 
<nown writers of the land were 
assembled as speakers for the 
series of afternoon gatherings 
at the fifth floor tea room. 
Before the large outpourings 
of literati who attended these 
appearances, the authors told 
of their experiences and out- 
lined their methods of writing. 
At the conclusion of their ad- 
Iresses they ‘autographed books 
for their auditors. 


A fifth floor exhibit con- 
taned a collection of rare 
books, autographed portraits 
and letters, original book illus- 
trations, original manuscripts 
and articles of particular inter- 
est to book lovers. A large 
collection of Louisa M. Alcott relics was shown, a tea- 
kettle used by Miss Alcott during her days as a Civil 
War nurse, and a part of the original manuscript of 
“Jo's Boys.” Many other effects of the great authoress 
were included in the group. 


On the street floor was an interesting collection of 
letters, manuscripts and relics of James Whitcomb 
Riley, secured through his life-léng friend and biogra- 
pher, Marcus Dickey, of Nashville, Ind. Another inter- 


ODD BOOKFAIR WINDOWS—Top, Skyscrapers Towering Amid the Stars; 
Center, “Horn of Plenty” Emptying Books on Circular Platform; Base, Concentric 


Rings Around Book Pivots. 


esting exhibit showed all the steps in the physical prepa- 
ration of a book, starting with the log from which the 


' paper is made. This was part of the fifth flood collec- 


tion. 

Columns of newspaper space were devoted to the 
writers and their talks of their irlitial efforts. Numbers 
of the visitors were feted by local organizations. The 
en'ire event was so thoroughly planned that the success 
achieved was inevitable. 
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Displays? Not Till Advertising Fails 


The Advertiser Has No Use for Window Campaigns Until the Point Is 
Reached Where Magazines Cease to Produce as'Well as Windows 


By PAUL D. DAVIS 
Vice-President, Pedlar & Ryan Advertising Agency, New York 


From an Address Delivered to the Window Display Group of the Advertising Club of New York 


HE subject which has been assigned to me, “The 

Agency Viewpoint of Window Displays,” takes 

in too much territory, and I am not going to 

tackle that one. I think if I expressed the point 

of view of my own agency I would be going 

pretty far, and I think I had better restrict this 

talk even more—to my personal point of view about window 

displays. As a matter of fact, it is rather hard for me to stick 

to any subject, and I will probably wander pretty far astray 
before I get through. 

You have probably all seen Harry Watson on the vaude- 
ville stage. As “Battling Kid Butler” he gives a burlesque of 
a pugilist in training. And one of his stunts, he announces, is 
“skippin’ the rope ten thousand consecutive times.” But 
actually he manages only three or four skips before he stum- 
bles and says: “Well, you get the idea anyhow.” 

That is about as far as I may get on this subject of the 
agency point of view on window display. i 

I think every agency today wants to do what it can through 
its technical knowledge; or its intimate knowledge of a client’s 
problems, to help window displays be more effective. 

And here is the most important thing to consider about 
window displays as a factor in any campaign—do they pay? 

In this connection let me suggest another name for window 
displays, and in referring to window displays from now on I 
will have in' mind this term, which I give you for what it is 
worth—“window sales makers.” 

The time, I believe, is fast passing when a window display 
can hope to be successful in this highly competitive age of 
advertising competition unless it sells as well as reminds. I 
might even go farther and say that a window display, to be 
effective, should be a window customer-maker. 

Let me refer to the development of other types of adver- 
tising to illustrate my point. 

Advertising may be divided broadly into three general 
periods. The first period, “keep your name before the public 
advertising ;” the second period, “reason-why advertising ;” 
and the third period, “useful advertising.” 

To make clear what I have in mind by those three terms, 
consider the changes in the advertising of such a simple thing 
as a pencil. The first man who advertised a pencil had a very 
simple and easy job. All he had to do was announce the name 
of the pencil, and he had the advantage over his competitors, 
because people like to ask for things by name. 

But this advantage and this type of advertising ceased to 
have the same measure of effectiveness when a competitor 
came into the field and gave some information about his pencil. 
For instance, that his pencil had a good red eraser, that it was 
better than other pencils, and it was made with a certain supe- 
rior kind of lead. 

And this gave him the lead over competition until a third 
advertiser came into the field and presented these same “rea- 
sons why,” and then completed the story by giving information 
as to what sort of pencils are useful and usable for certain 
purposes, etc. In other words, interpreting his pencils in 
terms of what the consumer could do with them. 

I think window displays have to get into this last level of 
selling before they will realize their full effectiveness. To be 
sure, we want beautiful displays. We want to make them as 
attractive as we possibly can. But no window display does 
its job unless it also gives as complete information as 
possible about the product and its usefulness. The complete 
story about the product should be essentially the same. story 
that is contained in other forms of media. 

The final thing a window display should include is the urge 
to come in and buy the product. 





It is amazing to go along the street and look at the window 
displays in all types of outlets and notice how few displays 
really suggest directly—“Come on in and get it.” “Here is the 
thing you have been reading about.” A great many manufac- 
turers don’t take advantage at the point of sale of the simple 
opportunity of asking people to come in and buy their mer- 
chandise. 

Perhaps the best use of a simple suggestive idea (at 
least it is the best that I can think of) is the idea used by 
Camel after their famous slogan, “I’d Walk a mile for a 
Camel,” became popular. Window streamers were seen every- 
where with the line, “Why Walk a Mile? We've Got Them 
Here.” This kind of directness could with advantage, I be- 
lieve, be added to many window displays. 

The last twenty years in American business have been a 
period of extremely rapid expansion. The automobile indus- 
try, for example, has become one of our industries of great 
magnitude, and for a while it offered an opportunity for a 
great many manufacturers to produce and sell a car at a profit. 
There have been altogether in the automobile industry, I be- 
lieve, about eight hundred makes of cars. Today I think there 
are about eighty, and the number is getting smaller. 

But there was a period during this growth of the automo- 
e Ibiindustry that many inefficient concerns got along well. 

However, it is apparent today in the automobile industry, 
and in almost every industry, that there is a tendency towards 
concentration into the hands of fewer and more capable con- 
cerns. And this is going to mean the elimination of a great 
deal of waste in selling as well as in production. 

I am not coming around to the point that I think window 
displays are more wasteful than other forms of advertising, 
but I do think there is a great deal of waste in window dis- 
plays that can be eliminated. And with the increasing compe- 
tition and the increasing necessity for efficiency in adver- 
tising, we will have to use displays more wisely and more spe- 
cifically. 

In considering the possible use of window displays in any 
given situation, I think the first point to be studied is, why 
should they be used? 

This would call for a study of the product and its market 
opportunities, of the economics of the case and the experiences 
of other advertisers in the same field. 

Then we should study when the displays should be used 
and where should they be used? 

On the question of why window displays should be used, 
consider this hypothetical condition: 

An advertiser, through various tests, discovers that a dollar 
in magazines bringing five dollars in sale. Newspapers bring 
four, billboards bring three and car cards bring two dollars. 
And a dollar in window displays, let us assume, brings four 
dollars and a half. 

Now, an advertiser who is using magazines and getting 
back for every dollar spent five dollars in sales, I think has no 
use for window displays in his business until the point 1s 
reached in the magazines where he is no longer receiving 45 
much as he can get from the window displays. 

In other words, if added expenditures in magazines bring 
down the sales return from five dollars to fouir dollars and 4 
half, then he has reached the point where (we have assumed) 
he can get the same returns in window displays. And clearly, 
window displays for this hypothetical advertiser become 1!- 
creasingly desirable in the degree that sales returns from 
magazine advertising and other forms of advertising fal! be- 
low the level of the four dollars and a half he can get from 
window displays. 

As to when to use displays, it does not always follow, as @ 
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great many advertisers believe, that the use.of window displays 
is a good investment. They might not be a good investment 
his first year of advertising, for instance. The public know- 
ledge and undersanding of his product might not be sufficiently 
broad to make window displays profitable. 

In the second year of his business, however, he might find 
that window displays can begin to cash in on the public under- 
standing of his product, and window displays at that time 
might be very profitable. This, then, is a question for every 
advertiser to decide. Is he in a stage of development when 
window displays can be profitable? 

As to where to use them, certain obvious things immediately 
present themselves, but I wonder if they are frequently enough 
thought about in the use of displays. For example: 

1. In what type of store are window displays most effec- 
tive for a given advertiser? A drug products advertiser 
might find, for instance, that by taking the top group of 
druggists in every community he can make window displays 
profitable, but if their use is extended too far down'they cease 
to be profitable. Type of store is an important thing to con- 
sider in deciding where to use displays. 

2. The territory where the displays of a given advertiser 
are most effective should be determined. They might be effec- 
tive in certain parts of the country and not in another. 

3. The size of the city where windows are most effec- 
tive. Some advertisers find displays most profitable in cities 
and some in small towns. 

4. The section of the city where windows are most effec- 
tive. Racial characteristics of the particular community and 
all that type of thing influence the part of the city where win- 
dow displays are most profitable for a given advertiser. 

The question of what to display is often a difficult one for 
amanufacturer to solve. Not all of the products in a line lend 
themselves to the same degree of effectiveness when on dis- 
play. And I know few manufacturers selling a number of 
products who have really worked out at all scientifically which 


ones of the products produce the most sales when displayed. ~ 


I had a personal experience in trying to work this out a 
few years ago. I was associated with a drug company which 
manufactured twelve proprietary remedies, and we found that 
if we displayed the entire list in a store we didn’t get as much 


return as we did when we displayed one. Then we tried out ° 


displays on each one of the twelve to find which one got the 
biggest results. 

As to the question, “How much money should a manufac- 
turer spend in window displays?” I think there is no answer 
that will serve any two concerns. 

Someone got the idea once of figuring it out on a per- 
centage basis. But I have never been able to see any rhyme 
or reason for doing it that way. Five per cent of his ap- 
propriation for one manufacturer may be a good investment; 
for another, 10 per cent might be. 


This is a thing for every advertiser to work out for him- 
self, and I think if you will recall that hypothetical table of 
sales results from different media that I tried to set up awhile 
ago, it will provide pretty much the answer as to how much 
a given advertiser can afford to spend in displays. You 
might find that you should be spending twice as much as 
you are in displays if you work out a table of that kind, or 
you might find you are spending a great deal too much. 

And I think if window displays are going to continue to 
be an increasing factor in advertising that more manufac- 
turers will have to give the same scientific consideration to 
them that some of the leaders in the field already have. 


I was on a trip through the West a couple of weeks ago 
and I was impressed as I never have been before—notably 
mn the drug field and in the grocery field—that window dis- 
plays are immeasurably improved. I have made the same 
‘ip for five successive years, and, perhaps, this improvement 
has been going on steadily for years but I haven’t been so 
Conscious of it until now. 

The Liggett stores were among the first in the drug field 
'o scientifically work out their windows. This has resulted 
in other downtown stores and other chain stores following 
more or less the Liggett principle of window displays. 

The thing I noticed this year especially is that more and 
more of the neighborhood druggists are using sense and 
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reason and more science in their window displays.: There are 
very few druggists nowadays who have a whole window 
available for any one manufacturer. Their windows are 
pretty crowded and it is becoming increasingly difficult for a 
manufacturer to obtain large drug windows. 

Since there is this improved recognition on the part of 
dealers of the importance of window displays and a greater 
effort on their part to make window displays more useful 
and to use them more scientifically, every manufacturer has 
a greater problem in getting windows. This is largely up to 
the salesman. So I think there is a great deal of educational 
work that everybody connected with window displays can do 
in instructing salesmen how to make effective use of window 
display material and how to get dealers to use it. 

A salesman told me a story not long ago about how he 
talked to a dealer on the question of window displays. I 
pass it along to you for what it is worth. It shows you that 
salesmen are thinking of window displays these days and 
that some of them at least can shrewdly put up a window 
display story to a dealer. 

This salesman told me about a particular druggist that he 
had a hard time getting to put advertised merchandise in his 
window. He went about dramatizing his window display to 
the dealer by telling him this little story. 

Last year at the polo grounds there was a game of football 
between the Army and Notre Dame. The score was nothing 
to nothing until the last few minutes of play. Suddenly, out 
of a mad scramble Flanagan of Notre Dame picked up the 
ball ran sixty-five yards for a touchdown and won the game 
for Notre Dame. Now the most interesting thing about the 
run was that not a tackler put a hand on Flanagan! His 
interference was so perfect that it was a cinch to sprint down 
the field and make the touchdown at the crucial moment. 

The salesman in telling this story put it up to the dealer 
that advertising worked in the same way—as a protective 
interference, breaking down consumer resistance, and setting 
up an opportunity for the dealer and then he drew the moral 
that the dealer by tying up with advertised merchandise and 
putting it in his store and in his windows, would be taking 
advantage of the natural opportunity that the advertising had 
created in breaking down consumer resistance and in stimu- 
lating consumer understanding of the product advertised. 


One word in conclusion: I think that if there is anything 
wrong with people who make and sell window displays and 
with some of the rest of us who are interested in the use of 
displays, it is that at times we are too enthusiastic about 
them without a basis of fact. 

Often we don’t use restraint in the use of window displays 
and we don’t study them from the same economic standpoint 
that we do other types of media. 


This reminds me of a story I heard about a young sales- 
man who went out on his first trip all pepped up by the ad- 
vertising manager and sales manager on the glories of his 
company’s advertising. He was sent out in the “sticks” and 
made his first call on a little crossroads grocer. The grocer 
listened very carefully to the salesman tell about his mer- 
chandise and about the value of his company’s window dis- 
play and what that window display would do towards bring- 
ing a lot of customers into the store and making more 
business. ; 

When the salesman got all through the grocer turned 
the idea over in his mind and finally said: “Well, I tell you, 
Mister, I don’t think we'll take up your proposition. You 
see I’m seventy-five years old and my partner here is nearly 
eighty—and our messenger boy is just about as old. And I 
kinda feel the excitement of so much business would be too 
much for us.” 

I don’t want you to take from this story that I think 
window displays are not a subject for enthusiasm. For cer- 
tainly they are great profit-makers for many, many adver- 
tisers, and if we study window displays with the same seri- 
ousness that we study other types of media window displays 
will continue to be the important factor that they always have 
been in merchandising. 

But window displays are competitive with other forms 
of advertising, and only on the basis of their proven economy 
can they hope to grow as a factor in advertising. 
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Tying Hardware with Current Events 


How Robert Gatliff Linked Up Lawn Tools With a Religious 
Campaign—Echoing National Advertising on’ Paint Economy 
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this fashion is splendidly illustrated by a trio installed, lawn mowers and garden tools, topped off with the cap- Hardwar 
by Robert Gatliff, display manager for the Knight & tion, “Clean Up Tampa.” In the foreground was a land, Cal 
Wall Co., Tampa, Fla., which drew crowds for six show card which read, “Often will the show window sersmith, 

weeks, blocking the sidewalks daily. teach what a sermon cannot preach.” At the right and play man 

Gatliff seized upon the value of building a display left of the center display were arrows pointing to the ping por 

around the revival then being conducted in Tampa by flanking units. One of these led to the left unit, which ence be 

the Reverend Billy Sunday. The religious fervor showed a wax figure in a puipit, behind which appeared paints. J 

which gripped the city made the efforts of the great cut-outs representing members of a choir. Before the of the ca 

revivalist the dominant topic of the community. With pulpit at “mourners’ benches,” were cut-outs of “con- Joker in t 

the slogan, “Clean Up Tampa,” ringing from the pulpit verts,” who presumably had trailed the sawdust path he conve 

and echoing in the press, Sunday had centered the atten- to repentance. At,the far right was another unit show- message | 
tion of the populace on civic righteousness and morality. ing a mass of cut-out figures which revealed the vanities of paint 

What could be more fitting than a display which linked and vices of the age. Here were seen the “flapper,” the Its ingrec 
Sunday’s appeal for high standards of conduct with the “flapper grandmother,” the “gold digger,” the “boot- lact_ that 

urge toward a cleaner and brighter physical appearance legger” and the various other characters of the post-war film is the 
for the community ? period. Satan, in classic form, horned and cloven- paint, he 
With this thought in mind, Gatliff arranged a dis- hoofed, stood at the gateway to his realm while serpents materials 
play in three sections, the center unit being a display of coiled down from the rocks above, writhing around him. a lasting 
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Temptation, a cut-out figure in 
feminine disguise, beckoned 
near by. 

The display represented a 
prodigious amout of labor, but 
the mass of spectators who 
constantly thronged around the 
window proved full compen- 
sation for Gatliff’s exertion. 


When the Sherwin-Wil- 
liams Paint Company recently 
began their drive against cheap 
paint every form of publicity 
was numbered among the 
weapons. Magazine and out- 
door advertising were engaged 
to support the event, but the 
importance of the dealer as the 
point of purchase was not over- 
looked. Broadsides stressing 
the necessity for opposing the 
trend toward cheap competi- 
tion paints were issued in 
quantities, and display material 
was issued liberally. A large 
percentage of their dealers in- 
stantly realized the significance 
of the drive and employed the 
display material to advance the 
campaign. 


One of the most effective 
displays of this character used 
was installed by the Maxwell 
Hardware Company, of Oak- 
land, Calif. Here C. J. Mes- 
sersmith, advertising and dis- 
play manager, created a grip- 
ping portrayal of the differ- 
ence between ready-mixed 
paints. Playing up the slogan 
of the campaign, “There is a 
Joker in the Cheap Paint Can,” 
he conveyed to the passer a 
message revealing the purpose 
of paint and the province of 
its ingredient. Stressing the 
lact that the spreading of a 
ilm is the primary goal of the 
paint, he showed that certain 
materials were necessary for 
a lasting film, and that many 
of the factors of competition 
paint robbed the product of 
this property. Another inter- 
esting development was that 
higher priced paint covered a 
steater footage and lasted 
longer, resulting in a lower 
tial cost by reason of the 
seater durability, reducing 
the expense of maintenance. 

Such are the types of hard- 
ware windows which are be- 
simning to come into promi- 
(Continued on page 77) 
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TIMELY HARDWARE WINDOWS—tThree Seasonal Displays Prepared by 
G. M. Broderick, Advertising Manager, Hall Hardware Co., Minneapolis, as 
Examples for Dealer Patrons 
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Sheds Light on Mooted Display Issues 


The DISPLAY WORLD’S Questionnaire Finds Bulk of Retailers 
Keenly Interested in Better Windows; Displaymen Are Gaining 


HAT importance does the average merchant at- 
tach to window display? What percentage of 
the small retail stores employ displaymen? 
How many of these men are combination ad- 
vertising and display managers? Haw many 
of them are empowered to buy their own deco- 

ratives? What value does the merchant attach to a modern 
front and modern window lighting? All these, as well as a 
large number of other debated issues, are given new values 
by a questionnaire of 10,000 small retailers recently con- 
_ducted by The DISPLAY WORLD. 

Several hundred retailers responded to this inquiry, their 
numbers embracing representatives from practically all the 
states of the union. Community dealers in the suburban 
market regions of the greater cities, leading retailers of the 
smaller cities, dealers from the pioneer towns of the far west, 
merchants from the tiny market centers of the cotton belt 
and the western plains united in their discussion of merchan- 
dising problems and related the methods in use in their stores. 
Scattered among them were a handful of the great mercantile 


institutions, among these a Chicago store with a staff of . 


nineteen displaymen. It is safe to infer that the views which 
they expressed and the plans of window management which 
they reveal are representative of the entire country . 


The most interesting revelation is the merchants’ realiza- 
tion of the need for trained windowmen. One hundred and 
two stores were shown as employing full or part time dis- 
play managers as opposed to eighty-five in which the employer 
or a nondescript service handled the windows. This is 
one of the surprising commentaries upon the advance of the 
window as a factor in retail advertising. No longer is it 
assumed that a semi-trained man can obtain good results for 
the merchant. The increasing severity of competition is in 
all probability responsible for this trend. Realizing the 


necessity for “staying out in front” and keeping the prestige - 


of his establishment at top notch, the average merchant is 
swinging toward good windows as the most reliable barometer 
of a high-class institution. Good windows, good lighting and 
good merchandise in the window impress the passer with the 
dignity of the establishment. In development of good. dis- 
plays the merchant realizes that it is essential to employ 
skilled operatives who can bring out the best in color and 
arrangement. 

That this recognition of the displaymen’s knowledge is 
not half-hearted is disclosed by investigation of his authority 
to buy decoratives. Of the 101 stores reporting employment 
of displaymen, seventy-five revealed that he is responsible 
for the purchase of decoratives and window accessories, while 
but fifteen denied this power. From the remaining seventeen 
there was no definite information. 

That more importance is attached to the modern store 
front than to lighting is to be inferred from the results of 
the inquiry. While 132 merchants declared their stores 
equipped with modern windows, only 120 were willing to de- 
scribe their lighting system as thoroughly modern. Fifty- 
two merchants admitted that their fronts were old, while 
fifty-four confessed the lack of modern lighting systems. 


Further testimony to the importance of the window in 
maintaining community interest in the store is seen in the 
increasing frequency of change. Only a handful of retailers 
are now contented with displays on view more than’a week. 
This period, in fact, seems to be the standard duration for 
the majority, as an even one hundred merchants testified that 
their trims were changed weekly. Two or more trims a week 
were reported by forty-nine stores, while only twenty-eight 
were committed to the twice-a-month variety and but four 
were willing to stake their success upon monthly changes. 
It is interesting to note that the merchants who cling to this 
antiquated system are most pronounced in their condemna- 





HIGH LIGHTS OF THE QUESTIONNAIRE 
Status of the Displayman 
PEOEES: PORIVINE Es oes sios Vth ea ca bla a eS RE Oe ws 200 
Employing displaymen all or part time 
Having no displaymen 
Displaymen handling ads 
Not handling ads 
Stores where displaymen buy fixtures and decora- 
tives 
Stores not according this privilege 
Store Fronts 


Frequency of Change 
Change trims weekly 
Twice weekly 
Bimonthly 
Monthly 

Use of Dealer Helps 
Consistent users 
Occasional users 
Opposed to use 

Promotion of Nationally Advertised Goods 
Feature these wares 
Feature them occasionally 
Never feature them 
Window Appropriations 

Stores with appropriations 
Without aperoerimtions...:. <0 5 66006. bint eee 156 
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tion of the window as an advertising medium. 

The value which is attached to the price ticket is made 
clear by general approval of its use in the displays. Tickets 
are advocated by 125 of the respondents, while but fourteen 
declared that they never used them. When they appear they 
are shown on regular merchandise, as a rule, but very few 
merchants apparently favoring use of sales merchandise as 
leaders. While 176 houses stressed their adherence to regular 
merchandise in their displays, but seventy-one were ready to 
use the sales variety in their windows, as a rule, and only 
thirty-seven in sales and special events. 

Nationally advertised merchandise received a splendid 
endorsement in the favorable expression generally accorded 
by their answers. One hundred and thirty-nine houses de- 
clared that they featured nationally advertised goods regu- 
larly, while fifteen more conceded that they gave it important 
poistion occasionally and but eleven were opposed to its use 
on any occasion. 

With dealer helps supplied by the national advertiser, the 
results were not quite so pleasing, although it was plain that 
the mass of dealers had been won over to the manufacturers 
cause, while a number qualified their readiness to use this 
material by insistence upon high-class helps. The total favor- 
able to their use in the window reached 107, while twenty- 
five more votes were cast for occasional use and but seventeen 


_dealers were willing to put themselves on record as never 


using them. 

Appropriation of a definite fund for window fixtures and 
decoratives, a step urged by progressive displaymen, has no 
yet received the sanction of any considerable number ° 
medium-sized stores; nor, for that matter, has it been tf 
ceived with open arms by all of the greater institutions. That 
much educational work is still necessary to pave the way 
for general acceptance by retailers is seen in the very slight 
hold which this idea has obtained among the respondents. 
But fifteen houses report adoption of the appropriation 4s 4 
permanent instituiton, while 156 stores declared that they ha 
no appropriation and that the purchases were made as needed. 
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In those which have appropriations the percentage devoted 
to window expenditures varies greatly. Six stores admitted 
allotments of 1 per cent; two, three-quarters per cent, and 
four were committed to a one-half per cent basis. One house 
was committed to a scale of one-third per cent, while another 
conceived it possible to operate upon one-tenth of one per cent. 

While almost all of these establishments had a general 
scheme for the allotment of space to departments, very few 
followed any well-organized plans in handling this, and in 
but a handful of cases- was there any attempt to charge the 
departments with the cost of window publicity. 

In a wide majority of cases dealers insisted upon the unit 
plan of display, but there was a numerous group also which con- 
doned mixing different types of merchandise because of the 
limitations of their space. 

The average merchant found it very hard to estimate the 
value of his window in relation to his business. While some 
placed a strictly monetary value upon them, others were 
quick to recognize the correct basis as rental values or clerk 
hire. One dealer, with a yearly turnover of $35,000, placed 
the high valuation of 65 per cent upon his displays, while an- 
other, with a parallel business, lowered this ratio to 40 per 
cent. A store with an annual business of $50,000 declared 
the windows’ value comparable to two clerks. A store with 
a turnover of $80,000 annually asserted the windows to be 
worth 50 per cent of the business, while a progressive re- 


SPRING DISPLAYS—Top Left, By-Harold Hawkins, Millner’s, 
‘ns, Bloomington, Ill.; Lower Left, J. E. Barber, Barnes-Wooden Co., Yakima, Wash.; Lower Right, W. C. Smith, P. B. M. 
Co., Wichita Falls, Texas. 
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tailer with a small volume declared his windows to merit a 
charge of 75 per cent of his rent. 

“My entire business rests on the windows” is the nota- 
tion of one reply. “Eighty-five per cent of the rental value,” 
“One-half of the rent,” “One-third of the rent,” “Twenty-five 
per cent of business” are illustrative conclusions. A store 
with an annual business of $650,000 estimated the windows’ 
value at twenty dollars a day. 

Comparison of the displays with printed advertising as an 
effective publicity medium brought a host of enthusiastic 
replies. 


CHICAGO DISPLAY CLUB STAGES DANCE. 
Reported by Dallas M. Schultz, Secretary 

On Tuesday night, May 24, the Chicago Display Men’s 
Club gave a dance at the new Hotel Stevens, which was well 
attended and thoroughly enjoyed. At eight o'clock, “The 
Senators,” a crack orchestra from the Stewart-Warner Radio- 
phone Station, breezed into their opening number and from 
that time until one o’clock the floor was filled with enthu- 
siastic dancers. 

The success of this affair is certainly due to the efficient 
committee which undertook the task of “putting it over.” It 
consisted of William McCormick, Sol Fisher, Oscar Lee, W. 
L. Stensgaard, Mr. Calvin, G. G. Alterman and E. A. Longen- 
baugh. 





Lynchburg, Va.; Top Right, Paul L. Wertz, A. Livingston & 
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Boosting For Better Baking Displays 
How the Fleischmann Co. Assists Retail Bakers to Become Better 


Displaymen and Merchants—Broadening the Baker’s Sales 


By TRAVER SMITH 


Manager of Sales Promotion, The Fleischmann Co., New York 


HROUGH a market investiga- 
tion conducted in 1925, the 
Fleischmann Company deter- 
mined that, while the baking in- 
dustry had taken the baking of 

_ bread out of the housewives’ hands to the 
point where the quantity of bread still baked 
at home constituted but a very small per- 
centage of the total, the housewives still 
turned out in their own kitchens a far 
greater quantity of baked sweet goods than 
they purchased from bakers. 

The growth of the Fleischmann Company’s business 
is dependent primarily upon the growth of bakers’ busi- 
ness—the more baked goods business we can develop 
for the bakers, the more of our own product, yeast, will 
they be able to absorb. For this reason the Fleischmann 
Company considers it worth while to promote the sale 
of products which it is not directly selling itself, and in 
the baked sweet goods situation as disclosed by our mar- 
ket investigation we found an excellent opportunity to 
build up a new market for the bakers, and, by so doing, 
increase our own sales of yeast. 

Accordingly, a national advertising campaign was 
determined upon, built on the thought of inducing 
housewives to buy more variety in breads and sweet 
baked goods, and so increase the bakers’ sales. Early in 
1926, this ‘Variety of Breads” campaign was launched 
by the Fleischmann Company in three of the largest 
women’s magazines, and at the beginning of 1927 the 
number of magazines was increased to five, the adver- 
tising reaching a total of ten millions of people monthly. 

To get the most out of this advertising, it was, of 
course, important that we get the close cooperation of 
the bakers themselves and induce them to make an effec- 
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Typical Group of “Special Today” Cards Each Featuring a Single Product 


tive tie-up with the campaign in their individual stores. 
And it was vitally important that the bakers should 
offer to the public the quality and variety in their goods 
that we spoke of in the national advertising. As in any 
other industry, a good many retailers in the baking in- 

‘ dustry have been backward in their display and selling 
methods, and not inclined to realize fully the import- 
ance of offering quality goods-and variety in their 
products. Our task, in the past, has been the same as 
that of other manufacturers—to educate retailers to 
become better all-around merchants. 

We started with the baker’s production work. 
After a great deal of experiment in our laboratories we 
perfected what we call the basic sweet dough. From 
this single dough a baker can make up over fifty differ- 
ent products of a uniformly high grade and at a mini- 
mum of expense. We distributed among bakers every- 
where, without charge, a booklet telling how to prepare 
this dough and giving detailed instructions for making 
up each individual product.. This dough was widely 
adopted by bakers, and thus we were assured that they 
would offer the quality and variety we advertised. 

In the national “Variety of Breads” campaign, 4 

wide variety of products are pic- 
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A Permanent Curtain Decoration Showing Coffee Rings—More Expensivé But 
More Satisfactory Than Crepe Paper 


tured and described, and these 
include not only breads other 
than the regular white loaf, but 
many kinds of baked sweet 
goods. Each month a different 
group of products is featured, 
according to a definite schedule. 
Proofs of the advertisements (0 
appear in the national magazines 
are sent to every baker in the 
country in advance of their ap- 
pearance in the publications. 
Thus, each baker knows exactly 
what products are going to be 
featured during the coming 
month and can be ready to make 
these particular products and 
offer them to his customers at 
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the same time the customer is seeing 
them advertised in the magazines. 

The baker is also offered an as- 
sortinent of advertising material that 
has been prepared especially for use 
during that particular month and in 
which the products to be advertised 
nationally are featured. Included in 
this material are illustrated sugges- 
tions for attractive window displays 
with instructions for putting in the 
trims and a list of the material re- 
quired. This. material, which the 
baker can secure from The Fleisch- 
mann Company at cost price, in- 
cludes such window material as crepe 
paper, “Special Today” cards, win- 
dow strips and direct mail matter, 
such as monthly circulars, insert 
circulars, blotters, etc. 

Illustration No. 1 accompanying 
this artocle shows one of our sug- 
gestions to bakers for a special coffee 
ring display. A few other products 
are admitted to the window to get across the variety idea, but 
coffee rings hold the center of the stage. 

This window appeals especially to the baker who wants to 
tie-up with the national campaign, but does not wish to spend 
much on his window display. Crepe paper is used for the 
trimming—two rolls of apricot, two rolls of French blue and 
one roll of white, and the cost is but 90 cents, an amount 
any baker can afford. 

For the baker who is willing to spend a little more on 
his window displays we offer many suggestions in permanent 
curtain displays. Illustration No. 2 shows one of these sug- 
gestions, also featuring coffee rings. The curtains in this 
display are a buff crossbar scrim, trimmed with blue bullion 
fringe. They are measured to fit the individual baker’s win- 
dow and cost only about $3.00. By having them laundered 
regularly the baker is assured of having a permanently attrac- 
tive background to display his baked goods against. 

The window floor drape under the baskets in this display 
is a nile green poplin. The “Special Today” card which 
we furnish the baker at cost occupies the center of the dis- 
play, and a similar card is used as a counter display inside 
the store. 

Displays of this sort are worked up by The Fleischmann 
Company regularly and actually installed in a “dummy” win- 
dow we have for this purpose, after which they are photo- 
graphed. Simplicity, economy, dignity and selling appeal 
are the chief factors we keep in mind when preparing these 
windows. 

Illustration No. 3 shows a typical group of our “Special 
Today” cards, each featuring a single product. These are 
each 13x18 inches, and are prepared in our own art depart- 
ment by artists who make a specialty of working up material 
of this sort for bakers. They are printed in four colors and 
make a very attractive appearance, either in the baker’s win- 
dow or on his counter. 

Illustration No. 4 shows some samples of the window 
strips we furnish the bakers. These are printed in a variety 
of two-color combinations and are 18x5 inches. As with the 
“Special Today” cards, each of these features a single product. 

The hundreds of Fleischmann field men all over the coun- 
tty are constantly working with the bakers to help them in- 
crease their sales of baked goods. These men are calling on 
the bakers regularly, they know them personally, and _ their 
influence is steadily being exerted upon 
the baker to induce him—if he is not 
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A Crepe Paper Decoration for a Display Featuring Coffee Rings—Other Products 
Are Used as Accessories 


We have many cases in our records where a Fleischmann 
man has set to work on a baker careless about the appear- 
ance of his store, and old-fashioned in his methods, and 
gradually brought him over to modern ways, leading him step 
by step and proving by actual results as each improvement 
was made that modern methods pay in dollars and cents. 

The field men may start by inducing the baker to tidy up 
his store and make a better arrangement of his goods. The 
baker finds that even this small effort attracts more cus- 
tomers. He then becomes interested in trying out some more 
of the Fleischmann man’s suggestions. He improves the 
quality of his goods, tries out the Basic Sweet Dough, and 
offers his customers more variety in baked goods, spends a 
small sum on crepe paper window display material, uses 
some window strips and “Special Today” cards. . When he 
does this, the baker invariably enjoys an increase in sales. 
Business picks up noticeably and the baker becomes enthu- 
siastic. He is “sold” on modern methods because he has 
actually seen the results in his own business, and soon we 
find him paying careful attention to his displays, changing 
them regularly, sending out advertising literature, and in- 
vesting sizeable sums of money in improving the appearance 
of his store—putting in a new front and modern type win- 
dows, making alterations in the interior of his store—laying 
linoleum, installing a new lighting system, etc. 

We often have cases where a baker comes to us to ask 
our help in selling a run down shop on which he is losing 
money, only to be induced to make a new start along modern 
lines. Invariably, where intelligent merchandising sugges- 
tions are followed, the baker turns such a business from a 
failure into a success, and, consequently, is forever after a 
booster for modern merchandising and display methods. 

At the outset our sales promotion men work directly with 
the baker in putting in his displays. We furnish at cost the 
material the baker selects, and our men go to his store and 
work with him in actually installing the display, giving de- 
tailed information and advice to the baker and sales girls. 
After a practical demonstration of this sort they are able to 
put in future displays themselves without difficulty, particu- 
larly as with each batch of display material sent thereafter, 
illustrations showing the completed window, and detailed 
instructions for installing are included. 

(Continued on page 53) 
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already doing so—to keep his store always 
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make his windows as tempting in appear- Col BUTTERFLY BUNS 
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‘ounter and case displays; in short, to 
take advantage of modern science in his 
‘elling efforts. 
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Window Strips Furnished to Bakers—These Are Printed in Two Colors and 


Promote But One Product 
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WINDOWS FROM 
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These were not ordinary 
displays. Each was a com- 
plete room, with rugs, pic- 
tures, lamps, flowers, dra- 
peries and other accessories 
selected with great care. 
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How Changing Trends Affect Display 


Ability to Mark Lightning Changes in Public Whims Greatest Need 


of Today's Merchant—Factors of Window Appeal 
By J. K. MacNEILL 


Sales Manager, Hewes & Potter, Boston, Mass. 
g 


N my travels around the country, I often 
wonder whether the number of retail 
failures recorded each year could not be 
substantially reduced if more attention 
were paid to the quality of the merchandise 

displayed in retail windows and less to the quantity. 
Certainly the man who said that the window space 
of a retail store was worth 40 per cent of the rental 
value did not overstate the case. I would place it at 
nearer 80 per cent. And yet to look at the great ma- 
jority of store fronts (not readers of The DISPLAY 
WORLD, I’m sure) one is led to bel:eve that their 
proprietors are under the impression that their win- 
dows were put there to look out of. 

During the last ten years a great change has come 
over the American public and its manner of living. 
I have spoken of it before in an article in The DIS- 
PLAY WORLD, but a brief repetition will do no 
harm. We are living a thousand per cent faster than 
we have ever done before. The combination of more 
and cheaper automobiles, moderate-priced radios, elec- 
tric labor-saving devices, vast but popular priced 
movie palaces, quick and even quicker lunches, high 
wages, cheap travel, jazz, night clubs and great sport 
arenas have an appeal to the pocketbook and a chal- 
lenge to the love of life that is well nigh irresistible. 
There is so much to do, to see, to feel, that young and 
old seem to be engaged, from Maine to California, in 
a great, joyful scramble to enjoy life as it never was 
enjoyed before. Money is nothing ; $27.50 per seat to 
see Tunney wallop Dempsey did not feaze even the 
poorest paid clerk. Eighteen dollars for a new tire? 
Oh, shucks, let the old overcoat do for another win- 
ter. Fun, jazz, life! that’s the competition the retai* 
merchant has to face today, not his competitor down 
the street. And still so many of our intelligent and 
otherwise capable retailers will walk five blocks out 
of their way each morning to check up on what the 
other fellow is displaying and what he is selling it 
for, and then go back and lay out their plans for the 
day or the week on the basis of what they saw. No 
pipe dream, I assure you. I meet retailers in a neutral 
capacity and they confide it to me. 

The merchant who will make the most money 
during the next decade is the one who can most 
quickly determine who or what his real, competition 
is; who can study the changing whims of the public 
mind—can analyze the buying habits of that public 
as applied to his own particular line. 

Take the manufacturers who are national adver- 
tisers—the successful ones, I mean—and study their 
advertisements carefully and individually. Keep 
watching these campaigns as they appear and follow 


their sequences. Even in the short space of one year 
you will be very much surprised at the changes in our 
modes of living as reflected by the very advertise- 
ments that are influencing these modes. National ad- 
vertising has been “accused” by a prominent Amer- 
ican author of having diverted into its ranks the 
ablest brains in the country. If this be true, I should 
say the word to use would be “congratulated” and 
not “accused.” Be that as it may, the men who make 
these .advertisements keep intimately in touch with 
every development in our national life. They are as 
keenly sensitive to every change in the public tempo 
as a puff of smoke is to the evening breeze, and.they 
create their advertising accordingly. 


During the past few years, and even more pro- 
nounced during the past twelve months, there has been 
a striking trend in advertising toward two things: 
(a) Striking simplicity and (b) color. - 

The first factor, “striking simplicity,” is sought 
through realization that the reader will not plow 
through complex advertising. Everything must be 
unified, homogeneous, apparent at almost a glance. 
There is altogether too much competition for his in- 
terest, not only in the other features of the periodical 
or newspaper he is reading, but also in the many 
diversions he has in mind at all times and some of 
which I have referred to above. 


Color, the second factor, is of equal importance, 
and the most casual glance at any magazine today will 
reveal its increasing use in advertising. People of all 
ages, creeds and descriptions react to color. From the 
gay bauble the baby coos over, to the brilliant red 
necktie sported by the octogenarian, the appeal is the 
same. It was always true, but never realized to the 
extent that it is now. 


All selling is done through the eye. The woman 
who buys her spring frock may know something of 
the textile from which it is made, but it is the color 
and design that sell her. She sees them. The man 
who buys an automobile may store up an encyclopedia 
full of statistics and specifications, but he will turn 
his head on the street and admire a snappy blue and 
tan roadster, and probably later buy one. He is 
swayed by what he sees. But (and it is a big BUT) 
the thing he buys, whether it be an automobile, a pair 
of socks, or a roof for his new bungalow, in nine cases 
out of ten was pictured to him or actually seen by 
him, strikingly and colorfully. What has been re- 
sponsible for the rise of the Chevrolet? Color. Camp- 
bell’s Soup? Color on a label. Atwater Kent radio 
sets? Color and beautiful simplicity of design. Color 


(Continued on page 76) 










































18 THE DISPLAY WORLD 


June, 1927 


How Lighting Influences the Display 


A Poorly Arranged Liluminating System May Convert a Masterpiece 
b g g 9! 4 ; 
Into a Hodge-Podge; Careful Planning a Necessity 


By E. J. SHORT 
Display Specialist, Danville, Virginia 


AN you imagine 
an artist that 
would exhibit a 
master canvas in 





a dark cellar 
where people’ would be com- 
pelled to strain their eyes to 
distinguish the details? 

Many display managers 
are virtually as artless. They 
spend weeks and months in 
some instances preparing for 
a wonderful display. They 
have some of the work done 
on “the outside” at additional 
cost, so that there will be 
but the slightest possibility 
_for flaws in the setting. 

After having spent all of 
this time and money in pre- 
paring the display, they reach 





























the point where it enters the 
window. Then the fun be- 
gins. When viewed from the outside, it is almost 
impossible to see and almost all of the details are 
obliterated. 

When the manager goes to the pains of taking 
the display apart and putting it together again he 
finds that the trouble has not been remedied. 

Had a little investigating been done before de- 
stroying the first display, there is no doubt that the 
lighting of the window would have been found to be 
the cause of poor appearance of the display. 


The Vogue for Screens is Recognized in the Butterfly Panel. 


Here a Bright Center Plaque Renders Hosiery Attractive 


Every window needs light, both at night and dur- 
ing the daytime. This does not mean that a store must 
install 1,000-watt lights to illuminate the display. Too 
much light is just as bad as not enough. If there is 
too much light, most of the people passing the win- 
dow will put on an additional burst of speed instead 
of stopping. The lights should be placed out of the 
observer’s view, or, if this is not possible, they should 
be placed very high. If they are placed in direct view 
of the observer they will get more attention than the 

display. Many display man- 
agers make the mistake of 
using the same lights for 
every window. In this case 
there are but few times when 
the display is adequately and 
properly illuminated. The 
lamps in the reflector should 
he changed for each setting 
If the merchandise is oi a 
dark color and has much de- 
tail the Jamps should be of 
greater wattage than they 
would be if staple white goods 
are shown. This method will 
produce better results and at 
the same time create a saving 
in electric current. 


(Continued on Page 27) 





June, 16 


June, 1927 THE DISPLAY WORLD 














Super Light—Why? // _ GIANT 
+ — the country - No. TIT 


are realizing that more light in the show win- 
dow means more sales in the store! The effi- 
cient 500-watt Mazda Lamp, giving far 
more light for the current used than 
smaller lamps, has revolutionized 
display lighting. 

X-Ray SUPER-Reflectors using 500-watt 

Mazda lamps to put punch in display! 


CURTIS 
LIGHTING, Inc. 


1119 W. Jackson Boulevard 


CHICAGO 
31 W. Forty.Sixth St. 
ew Yo! 
3113 W. Sixth St. 
Los Angeles 
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From Schoolday Romance to the Altar 


Display Manager Climenson Unfolds a Pretty Story in a Series 
of Bridal Windows Installed for Lancaster (Pa.) Store 


3y HAZEL SHIREMAN 


Advertising Manager, Watt & Shand, Inc., Lancaster, Pa. 


RIDAL windows have frequently covered 
all of the romantic details that attend the 
path of the bridal pair from betrothal to 
the honeymoon, but seldom have they 
essayed the task of depicting the develop- 

ment and climax of the romance. This was the plot 


upon which Watt & Shand created their 1927 showings 
of apparel and gifts for the June bride. 

Fifteen windows in our Lancaster, Pa., store were 
devoted to this portrayal of the “Seven Ages of 
Woman” as interpreted by Display Manager Alfred J. 
Climenson and his four assistants. Beginning with the 
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EPISODES OF THE ROMANCE—Top Left to Right, Childhood, School Days, College Days; Center, Engagement: the 
Trousseau, the Bridegroom; Base, the Ceremony, Departure, the Honeymoon 


at least t 











he 


June, 1927 THE DISPLAY WORLD 


window at the corner of East King Street and the 
Square, the heroine was shown at the tender age of five 
years swinging in a cleverly operated swing, although, 
apparently, the motive power was the little boy who, in 
the final display, met her at the altar. School and col- 
lege days in the next windows showed the advancement 
of the romance, with the engagement and preparations 
for the wedding following. Then came the wedding 
itself, with minister ,organist, flower girls and brides- 
maids all in order. The going-away tableau and the 
honeymoon started from the pier where the ocean liner 
waited. 

We had had this window in mind for two years, and 
had bought the wax models from time to time, with 
accessories and furnishings. The backgrounds for the 
tableaus were made in the display department, and the 
staff members worked long and late in fashioning the 
material. Tike merchandise shown was all from regular 
stock, the ageessories suitable for wedding gifts being 
cleverly included in the ensemble. Even the brides- 
maids’ dresses were of regular stock, although ordered 
in sizes to fit the models. 

Three motion ‘displays were used, the first being the 
swing shown in the opening scene. In the second the 
prospective groom sat‘reflectively amid shirts, ties and 
neckwear, looking from side to side and smoking a 
cigarette, his appearance being most realistic. As will 
happen with almost all display spectacles, there are mo- 
ments when the waxen calm of the characters is slightly 
disturbed, and such was the case with our groom. For 
a short time he lost his head literally as well as figura- 
tively. One night it fell and rolled, cigarette and all, 
and he never even flicked an eyelash, nor did the cigar- 
ette lose an ash. 


In the departure window the bride turned again and 
again to display her traveling suit to her mother. 

Lancaster was deeply interested. From the moment 
that the windows were installed to their withdrawal, 
crowds thronged to view the window spectacle, hereto- 
fore unparalleled in local installations. The windows 
were alive with human interest ; customers called at the 
store to make certain that the display was not one im- 
ported from New York, and everywhere folks discussed 
the unusual showing. It was something new for our 
city, and in consequence made a decided hit. The story 
was woven around the childhood romance of George and 
Betty, who played together in school days, courted 
during college days and finally married. 


In our preparation for full utilization of the interest 
which the windows were to create, we used both direct 
mail and newspaper advertising. To announce the 
windows we sent out a small folder in colors, which told 
of the carefully laid plans to prepare the way for the 
spectacle. Accompanying ,this was an outline of the 
Story . 

When, the display department had finished its work 
our newspaper advertising tied up with the news con- 
cerning the featured luggage, gifts, underwear and 
traveling clothes, and late in the week advertised bridal 
outfits. In every advertisement which appeared in a 
newspaper during this period, we mentioned this dis- 
Play and suggested that our readers make an effort to 
See It, 

Twenty-six wax figures were used in the showing, 
at least twelve of these being new acquisitions. 
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Displayman Turns Movie Technician 


When Warner Bros. Staff Discover Need for Assistance in Designing 
Sets for Patsy Miller Film, Stewart Trumbull Comes to Rescue 


HEN the scenario 

staff of Warner 

Brothers, film pro- 

ducers of: Holly- 

wood, finished a 

script calling for many interior 

and exterior shots of sporting 

goods stores, it become appar- 

ent that expert aid in arranging 

these scenes must be obtained. 

The picture, in which Patsy 

Ruth Miller, youthful screen 

celebrity, was featured, re- 

volved about a young girl who 

works in the tennis department 

of a sporting goods store and 

is anxious to become the femin- 

nine tennis champion of the 
of the world. : 


The result was that the aid of the B. H. Dyas Com- 
pany, sporting goods house of Los Angeles, was en- 
listed to supply the proper settings. The consent of 
Herbert H. Wilson, merchandise manager, was won 
through an arrangement by which the Dyas Company 
loaned the necessary merchandise to stock the sets, with 
the provision that the exterior shots would show “B. H. 
Dyas Company” lettered on the glass show windows, 
with the trademark of the Wilson-Western Sporting 
Co., whose sporting goods products are handled by 
Dyas. 

Stewart Trumbull, display manager for the com- 
pany, was then turned over to Warner Brothers as the 
technical director and proceeded with designing of the 
sets. Under his direction, a typical sporting goods store 
room was created, with appropriate show cases, lighting 
and shop accessories. In this color atmosphere the little 
movie star was depicted as the ambitious clerk going 
through all of the vicissitudes of store life and the 
epoch-making events of the court until the fourth or 
fifth reel, when her dream was realized through defeat 
of the world champion, presumably Suzanne Lenglen. 


Elaborate Bridal 











One of the Store Scenes—Left to Right Are: H. H. Wilson, Patsy Ruth Miller, 
Mr. Trumbull and Director Reisner 


In the accompanying illustrations one of the “movie 
store” interiors is shown with Miss Miller in the center 
of the group in the foreground. Here are shown H. H. 
Wilson, merchandise manager of the B. H. Dyas Com- 
pany; Miss Miller, Display Manager Stewart Trumbull 
and Chuck Reisner, director of the picture. The set illus- 
trates nicely the thoroughness with which Mr. Trum- 
bull executes his work, and vindicates Dyas’ appraisal 
of the publicity values which are attached to the stunt. 

In keeping with the requirements of. the season, 
Mr. Trumbull recently designed and executed a bridal 
procession window that demonstrated his skill. .\ 
section of this shows the bridesmaids in procession 
passing down the roped church aisle preceding the 
bride and flower girl. A profusion of candelabra. 
banks of fernery and lighted church windows made 
the setting attractive. 

The delicate whiteness of masses of lilies like the 
white candle sticks which rose above them contrasted 
strongly with the sombre hangings which covered the 
background. With even greater effectiveness these 
accentuated the loveliness of the gowns. 





Procession Display with Church Window Centerpiece Created for B. H. Dyas Co., by Mr. Trumbull 
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Chicago ‘affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 





BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE D. J. HEAGANY MFG. CO. 
1123 W. Washington Blvd. 


Metal Display Fixtures and Card Holders 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 





THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


THE BODINE-SPANJER-JANES CO. 
1160 Chatham Court 


Distinctive Display Decorations 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display. Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Ce. 
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The Week When “Baby” Was King 


“Baby Week” Celebrated in May Made Success by Window Spectacles 
Featuring Tiny Tots’ and Infants’ Wear 


ABY Week, celebrated from May 2 to 9, was 
supported by merchandise events staged 
by stores throughout a wide range of terri- 
tory. It has long been a custom to feature 
juvenile garb early in the spring, and this 

week was picked as the proper time for a widespread, 
unified effort to promote such apparel. In most of the 
principal cities the retailer’s response was wholehearted, 
and the stress which he laid upon the event in advertis- 
#ng and displays created an interest that was reflected 
‘in largely increased sales for infant departments. 


FROM THE EAST COAST—Typical “Baby Week” Windows by Eastern Decorators. 
Top, by G. C. Osan, Jr., Whitney & Co., Albany, N. Y.; Center, by A. W. Coates, Mertz 
Co., Torrington, Conn.; Bottom, by Joseph Wernig, Bernheimer-Leader Stores, Baltimore. 








Three capital instances of displays which focused 
attention upon infants’ wear are found in the work of 
Joseph L. Wernig, Bernheimer-Leader Stores, Balti- 
more ; George C. Osan, Jr., W. M. Whitney & Co., Al- 
bany, N. Y., and A. W. Coates, W. W. Mertz & Co., 
Torrington, Conn. 

In Mr. Wernig’s windows, wax figures of tots ap- 
peared in light-colored garb amid a shower ‘of decora- 
tives. Neutral-colored backgrounds enhanced _ the 
brightness of the window and gave it a sparkle that 
attracted the eye. Several child figures were used. 

In the Whitney windows, 
Baby Week was fostered 
through a series of constantly 
changing displays that served 
as a bulletin board for the fea- 
ture events promoting the 
week. Each day a sign ‘was 
placed in the window announc- 
ing the event for the day, and 
on three occasions a nurse 
from the state department of 
health gave lectures concern- 
ing the baby and its mother. 
The displays were planned by 
P. N. Welsh, sales promotion 
manager, and Mr. Osan, and 
the details were left to Mr. 
Osan’s execution. 

At the Mertz store, Ad- 
vertising and Display Manager 
Coates staged the event in a 
manner that awoke decided in- 
terest among all the mothers 
of Torrington infants. A tmo- 
tion display showing a mechan- 
ical baby in its crib, waving its 
hands, moving its head and 
kicking its feét, produced pro- 
nounced interest. All of the 
advertising stressing the events 
of the week placed emphasis 
upon this special display, and 
the tie-up between the two 
media proved very effective. 
To bring prospective patrons 
into the store, the management 
offered during the week to take 
photographs of babies at a spe- 
cial rate. A high-grade photo 
of the type retailing at $10.00 
per dozen was made up for the 
occasion at 39 cents apiece. 
Visitors to the infants’ depart- 
ment were given a certificate 
entitling them to this privilege, 
and the pictures were taken in 
a booth adjoining the depart 
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Visit Schack’s New Studio and Salesroom 


Main Floor Factory Building 
134 N. Robey Street, Chicago 


UIUIVUVARARARAVTOUUTUUUTUARUUTUEUUU AULT 


Our New Fall Line 
of Store and Window 


Decorations Now on Display 


















































k Our Factory, oo and ng amenity: ba ge — Pe and Occupying 

| ver 50,000 Sauare Feet o isplay Space 

1 No expense has been spared to make our New Salesroom and Send fe or Our N ew 

y Studio the finest in the country. Better display facilities and con- Fal /| Flower Book 

| centrated service makes it the “Mecca” for all displaymen who 

: want to see all that is new in window and store decorations. Just Off the Press 

e The New Fall Line Now Ready for Your Insvection F R E E 

' ‘at Prices You Will Be Pleased to Pay 

: : ; FOR THE ASKING 

d Plan Your Buying Trip Now 

e 

SCHACK ARTIF “sia FLOWER CO. 

2 134-140 N. Robey Street Chicago, Illinois 
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c iron display fixtures add tion they attract. We shall 

pe not only beauty to a win- - be glad to quote prices on 
dow, but also pay for them- request. 
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FROM THE WEST COAST—Windows by Harvey Pettis, J. W. Robinson Co., Los Angeles m most 
Left, “Baby, the King”; Right, Mother and the Crib windows 
The ] 
~ ment, where the photographer was stationed through- lessly on the floor gave a little touch of human in- This ma 
out the week. terest seldom found. The remainder of the windows ott i 
~ os . : ae ie yehind a 
Mr. Coates reports that, though competition in were devoted to showings of imported coats, dresses, Foot 
infants’ wear is remarkably keen, the publicity created bonnets and novelties for infants. becoming 
by the event brought an increase in sales of more The infants’ department was specially decorated hardly a 
than 20 per cent over the same period in 1926. He for the event, spring flowers, palms and ferns. does “7 
. . . . . . . . . ment, 
consideres this a very fair return on his investment Mr. Pettis declares that the expenditure in time, tases: 
when linked with the prestige won by the unique money and effort on the window advertising and Shade 
event. : newspaper space which supported it brought a return but these 
Display Manager Harvey C. Pettis made good use that was fully satisfactory. quired to 
of the week for the J. W. Robinson Co., Los Angeles, : ; os 
° ° . ° leatre 
building five displays that helped materially to make ag WE ORLAT FEROS Sea he ahaa 
P : There is a new type of automatic projector for window ne shoulc 
the event a success. es ‘ display use which should be of interest to all users of dis- While 
Che first of these was a general publicity display play and should take its place among the many means avail- thing abe 
calling attention to the fact that “Baby” is “King.” able for increasing sales through the show window. This is by the b 
? < . & ¢ Ra k * a. . . ’ * P mi 
His royal highness sat on his throne, his subjects the Wyko . projector, electrically operated by means of a aes: 
ial hi my f el d ‘ selenoid and projecting upon a screen on the front of a cabi- the wind 
grouped - out him, 1 ront 3 ee satin net separate pictures on standard motion picture film. The To a 
screen, with an appropriate painting in pastel colors cabinet itself is built to conform to the display contemplated. done: Or 
and a canopy and drapes of blue velvet. A black car- The average length of film for the display is about two overcome 
pet was used in this window as well as in its com- and ‘one-half. feet, -which, for the print, represents a cost o! expensive 
‘ \ dditi i cake ial not over fifteen cents. This makes a very economical ma- grounds : 
panions. Additional interest was adde y specia chine and provides forty separate pictures projected in rota- does not 


































lighting effects in each window. tion and repeated. The number of pictures can be increased painted b. 
The corner display. was designed to flatter the or diminished. Used as the center of a window display it is, Many 
mother. An unusual set done in two shades of green of course, very effective and novel. Unlike a motion picture Bal complete 
itl kl hi Maat’ anal hea display cabinet, it is comparatively inexpensive. It is manu- ae neal 
with a ae € peng ee tae — to portray a factured by the Wyko Projector Co., 130 West Forty-sixth hecot 4 
mother sitting beside baby’s crib. Toys strewn care- Street, New York City. | the spall 
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“Open Your Heart” Community Chest Display Created by W. H. Knowles for the Betty Hudlow Shoppe, Long Beach, Cal. 
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How Lighting Influences the Display 


(Continued from Page 18) 


When illuminating the display window exterior lighting 
affects must be taken into consideration. If the window is 
located between two other windows that are illuminated, it 
will require much more light to make it stand out than if it 
were the only one. If the window is on a side street, it will 
require more light than if on the main thoroughfare. 

One must not,overlook size when thinking of lighting. A 
system employed in one window might not function in another 
window of different dimensions. If the window is very deep 
and high, it will require a more elaborate system than if it 
were shallow and low. If the lighting system is modern, this 
worry is greatly reduced, as the changing of the lamps will, 
in most cases, take care of the difference in the sizes of the 
windows. 

The light should fall on the merchandise from the front. 

n- This makes the upper front of the window the most logical 

place to put the lighting units. They should be concealed 
behind a valance, so as not to be visible from the street. 

Footlights placed at the bottom of the window are fast 

becoming a fixed idea with display managers, and there is 

ed hardly a new store, or a store installing a new front, which 

does not include footlights as a part of the window equip- 

ment. They eliminate the annoying shadows that, in many 

i cases, are found around the bottom of displays. 


nd Shadows are required on some lines of merchandise, 


im but these are so few that it is scarcely worth the study re- 
quired to bring out the effects with shadow boxes,, This sort of 
lighting requires experience to use and is employed mostly 
in theatres. If a display manager does decide to cast a shadow 


ae he should be careful that it does not dominate the display. 
lis- While on the subject of lighting it is well t6 say some- 
uil- thing about reflections. In almost every case these are caused 
is by the background acting as the silver on the back of a 
ae mirror. From a distance it is impossible to see what is in 
bi- the window. 

Phe To overcome this there are but two things that can be 
ed. done: One is to light the window so brightly that it will 
wo overcome the light outside of the window. This is rather an 
of expensive method. The other method is to paint the back- 
na- grounds a French gray or other soft, flat finish. If a store 
yta- does not care to paint the fixed backgrounds, temporary 
sed painted backgrounds should be used. 

bs Many display managers do not consider their equipment 
a complete unless it contains. a color lighting system. These 
th are now made in numerous types, each constructed in a dif- 


ferent manner, but all efficient. Some of them are built on 
the spotlight principle and have a motor built in them, and 
when the motor is set to run the color effect changes. 


As all colors absorb some of the light that falls on them, 
a color lighting system will do much to make up this loss 
m color in the goods and show the true colors of the mer- 
thandise displayed. 

With a little study the average display manager can work 
out some very interesting color combination that will add 
tealism to the display, especially if he uses suitable back- 
grounds and other accessories. 





ENTERS NOVEL CANDY WINDOW IN SHOW 


Entry of a novel candy in the window in the Spokane 
(\ ash.) United Spring Exposition was made by the TruBlu 
Biscuit C., distributors of biscuits, crackers and candy. Dis- 
play Manager Grant Gibson, who made the installation, re- 
Ports that the volume of goods sold through the display more 
than compensated for the labor which it involved. 

The color scheme was light green and white with dashes 
ol pink to convey the spring idea. A horse and knight in 
the hackground were cut from wallboard and painted in 
Natural colors. Crepe paper was used in quantity in brighten- 
ng the baékground. 

The TruBlu Co. is a wholesale organization and handled 
this \ork for one of its dealers, Wylie-Johnson-Carlson, a 
leading drug concern. 
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Display men: 


Put new life into your windows 
with these lifelike reproductions 


HE taste appeal is still as 

strong as ever. Now that 

™ summer is here and perish- 

‘ ables cannot be safely dis- 
played, is the time to select a 
group of these faithful repro- 
ductions to help enliven win- 
dows. 





The illustrations show but a 
few of the numberless forms 
we are reproducing. Depart- 
ment stores, grocers, butchers, 
delicatessens and many others 
are increasing summer sales 
with tempting displays. 


Here is a partial list of the 
various foods on hand; others 
can be made to special order : 


raw meats 
cooked meats 
roast turkey 
chicken 
vegetables 
(cooked and raw) 
fruits 
ice cream 
cakes 
pastry 
blue plates 
cooked foods 
sandwiches 
cheese 
liquids 





These reproductions are color-fast 
and heat resisting—not ordinary 
wax. Send the coupon below for a 
free sample, descriptive literature 
and prices. 





TheReproductionsCo. 
29 West 17th Street, New York 





Mail this coupon today! 
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i 4 
é a 
1 REPRODUCTIONS coMPANY, FREE SAMPLE OFFER , 
: 29 West 17th St., New York, N. Y. 1 
4 Please send me prices and literature of your reproductions. - 
8 Iam particularly interested in 1 
a i 
; t 
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(German Convention Battles Problems 


Service to Membership is Goal of Second National Gathering; Bar 
Craftsmen With Less Than Three Years Training 


By ERICH DE ROCHE 


Managing Director, German Association of Window Decorators, Berlin 
Translated from “‘Schaufenster Kunst und Technik” 
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HE second annual assembly 
of the German Associa- 
tion of Window Deco- 
rators was recently held 
at the Hotel Sachsenhof, 

Leipzig. In the great German fair 
City, gay with the festive spirit of the 
recent spring fair, and bright in the 
first warm beams of springtime, the 
displaymen’s delegations assembled 
on March 12 for their annual con- 
ference. 

* The delegates’ session, which was 

scheduled to open at noon on the 
twelfth did not begin until after 
two o’clock, following a decision to 
defer opening until after lunch in 
order that the meeting might be car- 

ried through to conclusion without a 

break. At 2:30, Chairman Bruno 

Seydel called the gathering to order 

and introduced Delegate Zander, 

member of the national committee for 
middle Germany, who welcomed the 
delegates in the name of his district. 

To this salutation was added the 

greetings of Chairman Meyer, of the 

Leipzig Club, who extended a wel- 

come in the name of his organization. 

Chairman Seydel thanked both on 
behalf of the executive committee, 
greeted the delegates, and officially 
opened the session. Delegates ot 
alternates were reported from Ber- 
lin, Bochum, Braunschweig, Bremen, 
Breslau, Chemnitz, Dortmund, Dres- 
den, Elberfeld-Barmen, Essen, Frank- 
furt-am-Main, Hamburg, Kassel, Co- 
logne, Leipzig and Wiesbaden. Han- 
over and Kaiserlautern were repre- 

‘sented by the Berlin delegation ; Lieg- 

nitz by Breslau. 

The first business of importance 
followed the reading of the managing 
director’s report and the presentation 
of the forty-one proposals for associa- 
tion action which had been forwarded 
by the clubs. The ‘irst seven dealt 


| 
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NEW GERMAN DISP1LAYS—Top, Novel 
Shirt Window by Paul Hippel, Berlin; Ce1- 
ter, Toilet Display by Leonhard Tietz Co. 
Cologne; Base, Drapes with Colorful Back- 
ground by Decorator Stegmann, Augsburg 
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with constitutional amendments and occasional lengthy dis- 
cussion, although comment was limited to five minutes by 
motion of Delegate Brixius, of Cologne. The first proposal 
called for an increase in dues and was adopted when it be- 
caine clear that the organization period of association work 
was concluded. Advancement henceforth, it was shown, 
rested upon association propaganda, greater social gather- 
ings, a more powerful magazine, and larger Berlin headquar- 
ters, all of which necessitated larger revenues. 

Another proposal dealt with the display school question, 
and it was considered lengthily. The apprentice problem 
was encountered in the twelfth proposal. 

Elevation of the status of the profession, institution of a 
sick and death benefit, and increase in the subscription rates 
of the association magazine were other issues. The latter 
proposal was ruled out of order, as adoption required the 
sanction of the general meeting to be held next day. Chair- 
man Seydel made it plain, however, that he favored an in- 
crease in the rates on the publication as a means of dis- 
couraging subscriptions from ‘displaymen who preferred to 
take the magazine to receiving it as one of the benefits of 
association membership. Membership meant more than mere 
subscription to the magazine, he pointed out. Members who 
quit the association to avoid payment of the membership fees 
but retaining their subscriptions got the magazine a little 
cheaper, he declared, but they lacked the sense of solidarity 
and craft interest to make good members. Their deficiency 
of ideals made them unfit for membership and gave every 
reason for demanding a compensatory increase in-subscription 
rates to equalize them with the fees paid by loya! members. 

The session was adjourned at this time to permit attend- 
ance at the opening of the exhibition, “What the Displayman 
Needs.” Herr Seidel, member of the city council of Leipzig, 
who appeared as the representative of the council, was intro- 
duced by Chairman Seydel. Members then made an inspec- 
tion of the exhibits shown in the upper rooms of the ex- 
hibition hall. 

After the conclusion of the opening ceremony, the meeting 
was again called to order and continued until 8:30, when ad- 
journment sine die came to clear the way for the celebration 
which the Leipzig Club had prepared in honor of their guests. 

The general assembly opened on Sunday with bright sun- 
shine streaming down through the skylights. The executive 
committee sat behind a rostrum on a platform decorated with 
the flags of Germany, Austria, Holland, America and Eng- 
land, home lands of fraternal organizations, which, to our 
regret, did not send fraternal delegates. Sweden and Den- 
mark were represented by visitors, who, however, were mem 
bers of our association. 

The chairs reserved for spectators were much more in de 
mand than on the day before, and the hall exhibited a holi- 
day appearance. Record ledgers were set up in one corner, 
where credentials of members were received and club fees 
paid. At ten o’clock Chairman Seydel opened the session, 
presenting a report on the years’ work. 

At twelve o’clock, as the chairman concluded, he reminded 
the assembly that the occasion was the national memorial 
day to the war dead, and at his suggestion the members rose 
na silent tribute, during which the flags on the platform 
were lowered. 

_ The afternoon session opened with the report of the na- 
‘tional treasurer, Paul Schafer. His outline, of association 
finances revealed that operation of the association magazine 
had created a debt of seven thousand marks, failure to collect 
arrears from members and bad advertising accounts con- 
'ibuting their bit. He cheered his auditors with the further 
disclosure that through strict economy and stern collection 
efforts every penny of the deficit had been wiped out, 

_ Following descent of the outgoing executive committee 
'rom the platform and entry of the new committee into their 
laces, the assembly took up the proposals for constitutional 
amendments and changes in policy. Among the most impor- 
‘ant, from a strictly craft standpoint, were limitation of mem- 
bership to decorators and card writers with three years’ of 
struction or apprenticeship attested by diplomas, and_ plans 
'0r concerted opposition to window display schools which de- 


ined oe ; ’ v 
clined to adopt the association’s requirement of a three years’ 
Course, 
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Dinner Booms Coast Conclave Sales 


Third of Exhibition Space Sold in Twinkling at Conclusion of 
San Francisco Mecting; Frisco Club Elects Officers 


By MILTON BORNSTEIN 


Publicity Director, Pacific Association of Displaymen, San Francisco 





PACIFIC DISPLAYMEN TAKE DRASTIC ACTION TO ENFORCE CLAIMS ON I. A. D. M. 


Pacific Coast displaymen have severed relations with 
the I. A. D. M. until such time as its governing laws per- 
mit coast displaymen to participate in the parent body’s 
affairs, regardless of attendance at conventions. 

This is the latest move in the campaign now being 
conducted by Pacific Coast leaders to modernize the I. A. 
D. M. constitution. Karl Amdahl, chairman of the I. A. 
D. M. executive committee, and past president of the 
Pacific Association, opened the fray several weeks ago by 
proposal of a new constitution enabling members not at 
conventions to participate in elections on the same basis 
as those attending. The second step, revealed in a letter 
sent by Fred A. Gross, president of the Pacific Associa- 
tion, to President W. L. Stensgaard, Secretary L. A. 
Rogers, and all of the members of the I. A. D. M. execu- 
tive committee, is a drastic move to compel recognition 
of the coastal organization’s rights. The letter to the 
I. A. D. M. officials is as follows: 

“This communication is directed to you on behalf of 
the proposed constitution changes for the I. A. D. M. as 


propounded by Karl Amdahl, chairman of the executive 
committee, of which you are a member. 

“It is my opinion that the changes proposed, particu- 
larly those giving a vote to each and every member 
whether he attends the I. A. D. M. convention or not, are 
sound steps forward for the general advancement and 
growth of the I. A. D. M. 

“Furthermore, that this opinion is shared by a large 
majority of Pacific Coast Association displaymen. 

“Furthermore, to emphasize this condition, I beg to 
inform you that at a recent regular meeting of the asso- 
ciation at the Hotel Whitcomb, San Francisco, it was 
voted to withdraw compulsory I. A. D. M. affiliation 
until such privileges have been granted. 

“Believing this action to be of general benefit and 
highly desirable to all displaymen at large, I am herewith 
urging you to carefully consider same at the annual con- 
ference in June.” 

Yours very truly, 
(Signed) FRED A. GROSS, President. 
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ONDAY, May 9, was a big night for the 
displaymen of San Francisco. It also was 
an importan: night for hundreds of coast 
men who could not be present, for conven- 
tion plans were outlined and a rousing 


welcome will be in store for all those who will attend 


th 


e three big day and night sessions, Tuesday, Wednes- 


day and Thursday, July 26, 27 and 28, at San Francisco. 


tic 


Exactly fifty members of the Pacific Coast Associa- 
yo met with a group of manufacturers at a gigantic 


round table in the Italian Room of the Hotel Whitcomb 
and had a splendid dinner and discussion of the big 


event. 


m 





During the dinner, and later in the evening, 


usic and entertainment features were introduced, 


proving that the San Francisco boys can play as well as 

























PLANNING FOR COAST 


they can work. A Hawaiian orchestra crooned soft 
melodies of that dreamy Paradise of the Pacific and 
helped put the manufacturers in a_ contract-signing 
frame of mind. Later, through the efforts of one of our 
loyal booster members, A. S. Chernoff, and the courtesy 
of Radio KFWI, we were entertained royally by the 
Glee Club of the San Francisco Advertising Club, thirty 
strong and wonderful singers of peppy, zest-giving 
songs that were appreciated and applauded. 

Following dinner and entertainment came a spirited 
address by President Gross. His talk was chiefly on the 
aims and desires of the Display Association to give the 
merchants and the displaymen the greatest and most 
comprehensive convention and exposition ever held on 
the Western Slope. He laid stress on the sincerity oi 





MEET—Left, E. Q. Wilson, Secretary, P. C. A. D. M.; Center, W. H. Sanford, 
President, San Francisco Club; Right, Fred A. Gross, President, P. C. A. D. M. 
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purpose with which all members and officers viewed the 
approaching task, and expressed appreciation to exhib- 
itors who had so splendidly responded to the first broad- 
side of the publicity campaign. 

Furthermore, President Gross reminded his audi- 
ence of the fine spirit of unity established up and down 
the coast for the good will and recognition of display in 
veneral. He stated that all indications pointed to the 
fact that the profession would continue to make rapid 





MILTON BORNSTEIN .« 
Publicity Director, P. C. A. D. M. 


strides in the future, and gave full credit for past perform- 
ances to his loyal and efficient officers and co-workers of the 
association. 

Contracts were then passed around, and, after a brief but 
‘lappy campaign, presided over by Convention Director 
Nickel, one-third of the convention exhibit space was sold. 
Telegrams from various manufacturers and coast clubs. were 
read. 

From Secretary Hewitt, of Portland, came word that his 
club members had expressed themselves as practically 100 per 
cent in favor of attending the convention in a body. 

Past President J. A. Wilson, at Seattle, advised that the 
Seattleites were “all set” for the big event, and other groups 
in the North went on record pledging cooperation and attend- 
ance. 

From the South came word from Ralph Hamer, of es 
mond’s, that the Los Angeles boys were beginning to look for- 
ward to a flying visit with their fellows in San Francisco, 
where everything is being prepared to give them a royal 
welcome to uphold the Bay City’s famous slogan, “San Fran- 
cisco Knows How.” 

After convention business came the annual election. of 
vficers for the local club organized as “The San Francisco 
Association of Display Men.” 

Most of the newly elected officers are men who have been 
closely allied with all club activity since its inception in 1925. 
Having had a real opportunity to study and know’ these men, 
the members have made no mistakes in selecting the officers 
‘0 carry on the work. They are representative of the progres- 
‘ive type of business executives now rapidly coming to the 
'ront in their chosen profession. 

William H. (“Bill”) Sanford, of The Sanford Display 
Service, San Francisco, was unanimously elected to the office 
“t president. His professional and personal attainments are 
‘uch that the club can not but advance in usefulness and 
Prestive under his administration. Having the good-will and 
‘upport of the entire club membership, he bids fair to guide 
the club through its third year with flying colors. In addi- 
tion to his duties as president, Mr. Sanford is chairman of 
the me mbership committee of the Pacific Coast Association, 


(Continued on page 76) 
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How about changing those 
old fixtures and using a 
new set of Klee Fixtures? 


» 4 
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Klee Display Fixture Co., Inc. 


MANUFACTURERS 
172 Atlantic Ave. Rochester, N. Y. 
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“For a Prize-Winning Doll Display for Children’s 
Day, June 18th, and at All Times,” Use 


Ideal “Sho-Rite” Doll 
Display Stand 


The Only Stand That Displays a Doll in a 
Fixed Position 


Made in 5 Sizes—All Steel Construction—Finished in 
a Baked Gray Enamel—Equipped with Sliding Collar 


LL 


No. 16 No. 12 
No. ; supports dolls from 10 to 14, Price per ah ne 3.75 
No. 1 “ 14 to 18, “ $ 5.50 
No. 2 Ks a oa °-* 6240 
No. 14 “ 2 “<@etoa “ “Gane 
No. 16 * . “ 26 to 36, ° «.« 915.00 


Assortment of All Sizes, 16 Pieces in One Package, $9 


George Engel & Associates, Inc. 
873 Broadway, New York, N. ¥. 
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View of Sunny Brook Farm in Fordyce Bank Window—Mechanical Effects Are Obtained Through Magnets and Batteries 


A Display for the Small Town Bank 


A Model Setting Used By an Arkansas Institution Which Can Be 
Adapted to Any Country Bank’s Windows 


By R. NEIL RHODES 


UNNYBROOK FARM” is now on display 
in the windows of the First National Bank 
of Fordyce, Ark., and the sign “Save— 
When You Want a Home of Your Own. 
Begin Now With the First National Bank” 

attracts the attention of many persons, who then view 
the model farm. Miniature displays have always been 
popular with old and young alike. The idea of this ad- 
vertisement is to create, sustain and develop the business 
of the savings department, because to advertise the sav- 
ings department is to advertise every other department 
and incidentally accomplish the first purpose of adver- 
tising that of “keeping you name before the public.” 

There are many advertisements written to encourage 
savings accounts, but I believe it is what we see rather 
than what we read that makes the lasting impression. 
It has never been found necessary to write a lengthy 
explanation of any window display advertisement. The 
written advertisement may be misunderstood by many 
people, but a display connected with a short sign has a 
universal language understood by everyone. 

The hundreds who pass by and see a bank display 
should be counted its window circulation just as the 
newspapers count their reader circulation. 

I have heard numbers of people remark, “Oh, I 
wish I had a place like that to live in.” There is only 





one answer to that remark and that is brought out in | 


the sign—SAVE. 

The little saving bank, if used daily, is the key to 
every man’s ambition—a home of his own. 

The display was all “made by hand,” with the most 
ordinary tools and scrap lumber, such as_ goods 
boxes, etc. 

The “farm” is equipped throughout electrically. 
When the lights are turned on in the house a completely 


furnished bedroom is shown, with the bed, chairs, stair- 
way, radio and other furnishings. The windmill, by 
special arrangement, operates very slowly, as if a light 
breeze was carrying it. The house, windmill, barn, and 
gate post lights are all electrically equipped for illu- 
mination, as well as the screened back porch, with its 
linoleum covering. 

The farm is made very attractive by artificial 
flowers, which are seen in the window boxes, and along 
the walks and driveways. Artificial vines and flowers 
are entwined along the lattice work on the front of the 
house, as well as the portico, where a miniature auto- 
mobile is parked. 

The house, barn and garage are covered with real 
composition shingles, all the shingles being cut one inch 
wide and one and one-half inches long. These were cut 
from large autumn blend shingles. 

Possibly one of the most unusual features about the 
farm is the pond of real water where a swan. is seen 
swimming. There are four magnets under the pond 
that revolve by means of a motor and a small piece of 
metal, which is glued on the bottom of the swan, is 
attracted by the magnets, which, of course, cause the 
swan to swim about the pond. 

The “farm” is made more artistic by the shrubbery 
that grows ‘there as well as the beautiful green grass, 
which in reality is dyed saw-dust. The driveway and 
walks are laid with fine, white gravel which makes them 
prominent against the grass. The barn fence, which 
encloses the miniature horse and mule, standing neat 
the salt-lick, was cut from metal lath and has the ap 
pearance of small wire fencing. The picket ience 
around the house was cut from small strips of wood, 
and is equipped with an attractive gate, with the neces 
sary latch. 
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{tin cash prizes} 


for the 107 best window displays of 


Spur lie 


an equal chance 


CH and striking simplicity in window displays 
—the keynote of success in merchandising sed.” 
That is the opinion of a famous retail sales manager. 

Are you as a Spur Tie dealer following this advice? 
You should, for in Spur Ties you have a wonderful 
material for colorful, attractive windows. 


And now you can actually get paid for trying this 
sure money-making idea. Get in on the big Spur Tie 
window contest. Trim a Spur Tie window. 

There’s a chance to get that added business and a 
good chance to get a $250 prize besides. During the 
week of July 4th to 9th, or any week during July, trim 
a Spur Tie window. Let it run a full week. Take a 
photograph of your display. Send the photograph to 
Hewes & Potter, writing on the back the store name 


Here 1s a window display contest where the small store has 


mith the big store 


and address and the name of the individual who is to 
receive the award. 

The judges are impartial, and they will consider each 
photograph on the basis of what the window will pro- 
duce in business for the store, regardless of size of 
store, size of window or size of city. 


The big store has no better chance than the small 
one. The best window wins—as judged by three men 
who have had yearsof experienceon retail store displays. 

Remember, the contest runs from July 1 to 31. 
Your picture must be in by September 1. 


HEWES & POTTER, Inc. 
65 Bedford Street, Boston, Mass. 
Pacific Coast Office and Stock: 120 Battery St., San Francisco, Cal. 
Made in Canada by TOOKE BROS., Ltd., Montreal 








Here are the 107 prizes | 
First Prize $250 
Second Prize 100 
Third Prize 50 
Four Fourth Prizes 25 
100 Fifth Prizes 5 
And . cash award to every store 
bn enters the contest of $2 








Free window display material — beautiful cutouts, 
lithographed in eleven colors, reproducing the gorgeous Spur 
Tie four-color advertisement appearing in the Saturday 
Evening Post of July 9th. Here’s a bathing beauty window dis- 
play that will stop every man passing your window— another for 
your counter, and they will be sent to you without cost. This 


contest is limited to merchants whu had Spur Ties in stock or . 


on order before the first announcement of the contest was 

made. Plan for the best business-vetting window you’ve had 

this year, ard take a picture of it and enter it in the Spur Tie 
window display contest. 
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Here are the Judges 


Mr. A. W. Coates, Publicity Sales 
Manager of the W. W. Mertz 
Company, Torrington, Conn.; Mr. 
G. A. Smith, Display Counsellor 
for the United States Rubber Com- 
pany, New York City; and Mr. O. 
Wallace Davis, of H. Batterman 
Company, Brooklyn, N. Y. 





























BULL DOG SUSPENDERS, GARTERS, BELTS AND BUCKLES ~~ LEADERS FOR 38 YEARS 
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Windowing the News While It Is Hot 


Display Manager Mackey Beats the Newspapers to the Street 
With a Display Announcing Lindbergh's Triumph 


IVE minutes after telephone advice from a 
local daily had informed the display de- 
partment of Herpolsheimer’s, Grand 
Rapids, Mich., that “Lucky” Lindbergh 
had landed in Paris, a special display had 

been blazoned across one of the Herpolsheimer win- 
dows announcing the aviator’s triumph. In the window 
was a wax figure in aviation garb, together with pic- 
tures of Lindbergh and his mother, the plane he used 
and a map with his course lined in red. This was the 
only window in the city to announce the landing of the 
‘Spirit of St. Louis,” and it was installed so promptly 
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was a small card executed hurriedly and pinned to the 
wax figure of the aviator. This read, “Arrived at 
4:20 Pp. mM.” 


Mackey deserves unusual commendation for this 
record-breaking window because of the initiative and 
foresight which it required. In addition, his recog- 
nition of news value, and the publicity which his 
organization could derive from this novel tie-up, enabled 
him to accomplish what no other displayman has at- 
tempted in recent years—to actually “scoop” a big city 
newspaper. 


This is a fresh demonstration of the possibility for 
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Susy ‘ ‘ I 
that crowds had gathered around it and were absorbing imputing distinction and character to clothing displays 

the news twenty minutes before the local daily had by stressing topics in which the public is interested or Digi 

issued an extra. 7 expounding the values of the goods presented. Mere 

This is one of the most outstanding examples of displays will produce results when there is a certified Excelle 
good use of popular interests as a means of supporting market for the goods which the merchant offers. But 
merchandise. When John T. Mackey, Herpolsheimer’s when his competition is severe and the stocks of his 
display manager, installed his straw hat window he had competitor as sound in quantity as his own and as easily 
a conventional showing of the seasonal headgear, bright- available, he must resort to more forceful appeals than 

ened only by a wax figure in summer clothing. But by mere presentation if he expects to rivet the public eye. MMM In the ¢ 

the introduction of a figure in aviator’s garb, an oval This fact, altogether too little recognized, accounts forf were ma 

painting of an airplane and a sign announcing the land- the mediocrity of many clothing and apparel displays. correct 1 

Ing of the birdman, this quite ordinary display was The public thrills to sensation, new ideas, new hap- ib 

transformed into a spectacle of the most pronounced penings. It wants to be informed as well as reminded. i, ; 

appeal to the masses drifting by the store. Showing of clothing in surroundings that tell the story they gav 

The significance of the window card was seen in of great events will win the eyes of the passers. Ex of diplon 

the manner in which Mackey linked the record-breaking pounding the quality of manufacture and the strengthg " vee 

event with his windows. The large card read, “Lind- of the fabrics in displays which make these things dei Pes: 

bergh, the American Eagle, Lands in Paris.” This was nite by illustration are even more effective. More an United $ 

in readiness long before the completion of the air trip, more, displaymen must realize that the day of mere dis exerting 

and hence could be appropriately placed in the window play is past, and that henceforth their windows must showings 

on a moment’s notice, no matter at what hour the jour- also contain “reason why” as well as “reason for” copyg™ “ho judg 

ney was concluded. Supplementing this and definitely They must show that their goods are good and what choc 

conveying the news in which the passer was interested, they are good for. offered 
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Dickerson’s Prize Winning Displays; Insert, Left to Right—W. B. Larkin, E. M. Dickerson and W. J. Randolph 





Dickerson Captures Championship 
Excellence of His Displays of Furnishings Wins Him 
Honors ‘at. Philadelphia 


ECOGNITION of profit-pulling displays is af- 
forded window men serving the clothing field in 
the trophies presented each year by the National 
Assocaition of Retail Clothiers and Furnishers. 

In the convention held at Philadelphia, a number of awards 
were made on photos of displays, indicating observation of 
correct principles in arrangement and planning, and the bulk 
of these went to E. M. Dickerson, display manager for Silver- 
wood’s, os Angeles, Cal. 

The judges were so well pleased with his windows that 
they gave him a total of three prizes, together with a number 
of diplomas of honorable mention for classes of merchandise 
in which prizes were drawn by competitors. 

Most conspicuous was the large silver loving cup which 
was awarded for the championship clothing display of the 
United States. Thousands of displaymén vied for this honor, 
exerting themselves to the utmost to produce merchandise 
showings that would satisfy the requirements of the critics 
who judged the competition. 

Of next importance were the medals granted him by the 
Haberdasher and the Clothier and Furnisher, which had 
offered a gold medal for the best window, of furnishings pro- 
duced during the year, and a silver medal for the best dis- 
play of hats. Dickerson gathered-sthem, all in—a unique 
achievement in clothing contests and with few parallels in 
any of the other retail fields in which window contests have 
been held. 

Although he has been in charge of Silverwood’s windows 
for seven years, Mr. Dickerson declares that it was not until 
this year that he secured a staff of windowmen that was 
entirely to his liking. Harmonious cooperation in presenting 
the high-grade merchandise in which this instituton spe- 
tializes this year made it possible for a group of three men 
to accomplish this memorable feat. 

On the staff at present, in addition to Mr. Dickerson, dis- 
play director, are W. J. Randolph and W. B. Parkin, both 
men of lengthy window experience and well known to the 
displ. 1y profession. Mr. Dickerson is proud of the efficiency 
of his organization and .freely attributes a large share of his 
recent success to the efforts of his assistants. The prize win- 
lows illustrate’ the high standards prevailing in day-to-day 
istallations. The insert shows the: display staff. 


A GALA OCCASION OF UNRELATED EVENTS 

Many a store event would fall flat were it not for the 
tesourcefulness an doriginality of the ‘display staff, How. it 
Supplies the: atmosphere and ‘attraction fk: megchandising 
tives is iifiistrated in the-“Blossom Time Festival’ fecéntly ** 
held | by the A. Rosenstock Co., Petersburg, Va. 









“Blossom Time Festival was inaugurated by us on May 
Ist,” says Display Manager J. E. Cook, “the decoratives being 
incidental to the merchandising’ features of the celebration. 
We used peach blossom twigs to create the flowery atmos- 
phere that was needed, fashioning them from crepe paper 
and attaching them to real twigs. The resulting blooms 
were used in profusion throughout the interior and also in 
the windows. 

“With this setting as an attraction, we instituted a num- 
ber of daily merchandising features. As Music Week was 
being celebrated during the period, we arranged a musical 
program for Monday afternoon. Mothers’ Day was to be 
celebrated at the conclusion of the week and this warranted 
a musical treat for the mothers. Then for a merchandise 
feature, we offered children’s dresses at a special price, using 
school girls in our windows as live models. The closing 
feature on Saturday was a sale of flowers suitable for 
Mothers’ Day staged by a local florist, while children were 
entertained by a dog and pony circus, which gave an hour’s 
entertainment. This proved to be an excellent publicity 
move, as we later received letters from a number of children 
thanking us for the treat. 

“Candy was distributed at the children’s style show and 
punch and wafers were served at both musicales. Women 
came to the Mothers’ Day musicale who had not been in the 
shopping district for more than a year.” 

Rosenstock’s must concede much of the credit for their 
event to Mr. Cook and his assistants. Despite the care with 
which they provided for the successive programs, these would 
have been disjointed and unrelated had it:not been for the 
gala aspect of the store provided by the special decoratives. 





ROGERS TO MANAGE WARMINGTON WINDOWS 

Don W. Rogers, formerly with Livingston & Sons, Bloom- 
ington, Ill., and more recently display manager for Selig’s, 
Indianapolis, has resigned his position with the latter firm 
to accept a similar post with Warmington’s, Inc., a new shop 
opening at State and Washington Streets, Chicago. 

Rogers is one of the coterie of Bloomington displaymen 
who have been carrying the gospel of godd. display to all 
quarters of the country in recent years. It was from this 
little Illinois city that W. L. Stensgaard went to assume the 
presidency of the I. A. D. M. From it, likewise, at a slightly 
earlier date went W. Z. Coy, at present a member of the 
I. A. D. M. executive committee. A numbér of equally com- 
petent men have graduated from its windows to positions of 
importance in other cities. Rogers is one of this group. 

In his work at Indianapolis he has been successful in 
producing powerful windows of a conservative type. Using 
permanent *backgrounds, before which his merchandise was 
shoyga.without attenipt at embellishment, he has maintained 


“the prestige and reputation for quality which Selig’s have 


fosterec: ~with--azyigor, that brought him:.natice. 
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Selling Tea Room Service Via Windows 


When Herpolshiemer’s Opened Their New Annex Their Display Space 
Was Drafted to Advertise the New Tea Room 


HEN the Herpolsheimer Co. completed the 
remodeling of their seven-story building, 
which was under way during the summer 
and fall of last year, one of the most inter- 
esting features of the new store was a 

capacious tea room. It was directly in keeping with the 
growth of the store, and is a contribution to Grand 
Rapids’ progress and culture. 


Just how to bring the opening to the attention of the 
public in a graphic and gripping fashion would have 
~been problematical in some instances. With Herpols- 
heimer’s, however, the answer was instant. While not 
discounting the value of the printed announcement, they 
readily grasped the importance of their. windows in 
bringing their new service to the attention of local 
patrons. 


As a result of this, the display manager, John T. 


Mackey, created in the store windows an exact repro- 
duction of a corner of the tea room in its decoratives 
and lighting equipment, duplicating exactly the fittings 
of the new unit. Several figures were posed to repre- 
sent both patrons and waitresses, and every effort was 
made to convey to the viewer the charm and appeal with 
which the tea room was invested. This short cut to 
public support proved highly successful, bringing fresh 
laurels to Display Manager Mackey and profits to the 
store management. 


The tea room is located on the second floor, it being 
joined with the beauty shop. It has a seating capacity 
of nearly three hundred, and is featuring noon day 
luncheons and afternoon teas, and at the same time 
maintains soda grill service. Facilities for women’s 
card parties and social teas have also been provided. 


oo 


The Tea Room Display Showing How Carefully Display Manager Duplicated the Tea Room Furnishings 





June, 1927 








A Corner of Herpolsheimer’s New Tea Room 


The new annex doubles the floor space at the store’s 
disposal and makes it the largest institution of its kind 
in cities the size of Grand Rapids. Eleven passenger 
elevators, four freight elevators and twenty delivery 
trucks indicate the volume of business handled, and the 
staff of 675 employees graphically portrays the scope of 
service. 
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crowd. 


Wrought Iron _ 





AUTOMATIC LEG (Life Size). 
Fully protected by patents. Elec- 
tric motor uses A. C. or D. C. 
Stocking moves slowly up and 
down from ankle to knee. Unex- 
celled for displaying hosiery and 
garters. Always sure to stop the 


fG d ‘ 
if eae Studios 


Offices and Showroom re 1607 BROADWAY 2! a New York City 








A Complete Line 
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Display Stands AG® QO) J of These Popular 
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Display Numbers 
Now on Display 






















































WROUGHT IRON DISPLAY 
STANDS FOR ALL PURPOSES 


Also Wood and Metal Display Fixtures 


MM We Shee Spee... .... 2... a . RE er en. 
(Sizes 18”, 24”, 36”, 42”, 48”) 


M. W. Bases for Forms........ ......$5.50 each 

Sabie: 12 mae <2 WIN os. Oe ccc cee vc uns ee eaen 

aS EE a eee ae hl 
(97, 12”, 18”, 24” high) 

Mirror -and Frame, 18° x30"... ....2...........: @12S@ each 
WW PARA a es aces Re eae 
(Adjustable Extension to 72” High) 

B. W. Hat Stands.... . .$48.00 per doz. 


(Sizes 18”, 24, 36”, 42", 497 


I. A. BRAVERMAN 


i193 BROADWAY NEW YORK CITY 
Prompt Deliveries—Correspondence Invited 











Attract Attention and. Serve as a Setting of Quality 
for the Articles Displayed 


DISPLAYMEN EVERYWHERE ARE USING 


MAHARAM FABRICS 


Manufactured at Our Own Mills 
FOR MORE EFFECTIVE WINDOWS 


Maharam Fabrics are unusually attractive and original 
in design. They will help you increase your sales 
through your window. Our stock of rayons, silks and 
novelty fabrics is extensive and complete. Buy direct 
from manufacturers. Our prices will astonish you. 


Manufacturers 


MAHARAM TEXTILE CO. 








RPP OOD ttt 





107 West 48th St., Bryant 2511 New York City 
ARRON OS 








GRASS MATS 


Best Grade, German Manufactured, 36 x 72 Inch 


THE KERVAN CO. 


119 WEST 28TH STREET New York, N. Y. 


Importers of Prepared Foliage and Grasses 
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- Chicago Monthly Display Review 
New Stores Opening in the Loop Promise Variations in Window 


Practices; Sport Garb at Crest in State Street Showings 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


HICAGO has quite a few new stores in the loop, 
already opened or opening shortly. Warming- 
ton’s, a new State Street department store, was 
to have opened before this date, but due to vari- 
ous delays is still urging the waiting public to 
‘wait a little further—“that it won’t be long now.” 

The Warmington store will be located at the southwest cor- 
mer of State and Washington Streets, diagonally across from 
Marshall Field & Co. 

The State Street section of the new Palmer House is fast 
nearing completion and when completed will house several 
new stores occupied by firms of long standing. Peacock’s 
jewelry store will occupy the corner store at State and 
Monroe Streets. Cutlers shoe store and the Palmer House 
Boot Shop, both of which are under the same ownership, 
have already opened new stores on the State Street side . 

The Cutler store, long established as an exclusive shoe 
store,,opened up in the new location with a line'of men’s 
‘furnishings. One ofthe executives of the organization in 
answering a question as to this unusual departure stated that 
“with thousands of shoe and hosiery customers visiting’ the 
store, we will be able to sell furnishings to many of these 
through display and suggestion.” The furnishings depart- 


ment occupies a prominent location on the balcony above the . . 


main shoe floor, and two-thirds of the space in one of the 
three large show windows is given over to the display of 
furnishings. The store has a sixty-foot front with octagon- 
shaped vestibule windows. on each side of the lobby and a 
large window in the center. The backgrounds of the new 
Cutler windows are of American walnut paneling of selected 
grain with Verdi marble pilasters between the panels, 

John F. Denvir’s clothing store, formerly located at 19 
East Jackson Boulevard, has moved into new quarters on the 
ground floor of the new Union League Club building. There 
is one large and one small window with a single entrance. 
The window backs and floors are done in American walnut 
panels. 

S. F. Wilson & Co., formerly located at 21 East Jackson, 
have moved into their new shop on North Michigan Avenue 
at the corner of Lake Street and Michigan. It is a beautiful 
store with rich walnut paneled backgrounds and floors. The 
windows are trimmed by Howard Minnick, a display 
specialist who handles the display work for several Michigan 
Avenue shops. 

The old location of Wilson’s and Denvir’s has been torn 
down and the construction work for a pretentious new build- 
ing is already under way. When completed it will house the 
‘ Chicago store of Finchley’s, one of the outstanding exclusive 
men’s shops of New York. 

Still another new men’s shop is soon to open on Jackson 
Boulevard between Wabash Avenue and Michigan in the 
Railway Exchange Building. This will be known as Boyn- 
ton’s Men’s Shop, and will make the sixth Boynton shop in 
Illinois. Mr. Boynton comes from Dixon, IIl., where he has 
one of the best men’s shops in that city. 

With Decoration Day came the official opening of the 
straw hat season and likewise the opening of the season for 
summer sports. We might also add, “the first cold weather 
of the simmer,” if this‘and past seasons may be taken as pre- 
“cendents. Few Chicagoans let the 30th of May go by without 
‘a new straw hat, but most of them have by no means put 
away the topcoat for the season. 

The windows of the stores along State Street as well as 
tother retail sections of the windy city show a definite and 
‘generous -contribution to the’ popularity of. sports by the 
‘amount of space accorded the garb in their frontage. You'll 


eRe 





see some sort of sports apparel ‘or sporting goods in every 
window—even the drug stores—and you'll see all sports wear 
in some of the windows. 

At Marshall Field & Co., the large window at the corner 
of Randolph and State Street has been permanently allotted 
to the display of women’s sports wear. Four and five figures 
are always on display here, each wearing a distinctly different 
costume from head to foot. The adjacent window on Ran- 
dolph Street is also devoted to a display of riding costumes 
for women practically all of the time. 

Other windows along the north section of the State Street 
frontage at Field’s contain displays of children’s, misses 
and women’s dresses and coats. The children’s window shows 
the same group in natural attitudes with different dresses 
from time to time. The women’s and misses’ windows show 
two figures to each window with dresses or coats of the same 
shade and materials but in sligtly ‘different styles. The cos- 
tume windows of the south section show two figures dressed 
in similar garments of the same material but in contrasting 
colors. 

For instance there is one display of *velvet wraps. One 
is a black coat with orange silk lining. The other is an 
orange velvet coat with the same color silk lining. .Another 
window of crepe silk dresses fédturés'a-sand colored’ coéstume 
with hat shoes and’‘hose similar in tone. The companion 
figure is dressed in a pale green dress of the same material 
with hat, shoes and hose of green. 

' The corner window at Washington and State shows four 
figures posed strategically so that all sides of each may be 


‘seen from the two sides of the double window. The four 


costumes are of printed crepe material in floral designs. Two 
shades of orchid, one of tan and one dark are the colors 
featured. Straw hats of rather large shapes and trimmed 
with velvet in colors appropriate to the costume, are worn 
by the figures. 

Black and white combinations are displayed in several 
of the store windows. There is a drape of silks at Field’s 
showing three pieces of black and white printed crepes in 
large designs. There is also a very smart trim showing 
two black coats on figures wearing black and white sports 
hats of felt in helmet shapes. Both figures wear white hose, 
black pumps and black and white dresses. 

Stevens’ island window shows an extensive display of 
sports wearables for women, Seven wax figures are used, 
each presenting a complete sports costume. Individual 
articles featured single or in related groups consist of hats, 
slipovers, bags, scarfs, etc. Rainbow colors are used 
throughout. ' 

An extensive display of silk lingerie, negligees, glove silk 
underwear, silk hosiery and shoes are in one section of the 
rear windows. The other section features printed crepes at 
$1.95 a yard, art objects, cosmetics, novelty jewelry and white 
patent leather bags. 

The Boston Store features a summer scene with appro- 
priate background, grass floor, garden umbrella-table, ete. 
Women’s and misses’ printed chiffon dresses priced at $25 
are displayed on six wax forms. There is a very attractive 
small display of white felt sports hats shown on five pairs 
of red, black and gold lacquered stands, red predominating. 
Ten hats are shown and they are described as “siper-chic” 
and priced at $3.50. They look to be worth much more. 

At Mandel’s there is a definite color motif in each of the 
large windows. Two are red, one black and one light blue. 
Three figures are used in each display posed with usual 
Kagey artistry. Because of these distinctive color ensembles 
the. windows have a. certain element of attraction in passing 
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that compels attention either on the sidewalk or from as far 
as across the street. 

There is a display window of sports costumes in lighter 
shades of blue with hats, hose, shoes and related items in 
harmony. Golf bags and sticks are included in the display 
for suggestive atmosphere. Another window shows three 
misses’ dresses, all in red, displayed on models. One figure 
wears a black hat, black fur throw and black shoes. The 
center figure wears a red hat with white hose and shoes. The 
third figure wears a tan and red straw hat with red shoes. 
All the hats are in large drooping shapes of straw. One 
extra black hat is shown on a stand and there is a small gray 
yelvet-covered plateau on which novelty jewelry in pearls and 
rhinestones and red settings are displayed as the final sug- 
gestion for the costume color scheme. The show card reads 
“From the Misses’ Frock Shop.” 

Next in line is a window showing three black costumes 
with red and white trimming and accessories. The black, 
however, is the dominant note of the window. 

Next to this and on the Madison and State corner is 
another display of red, in which sports styles are displayed. 
Three figures are used. 
~ Just around the corner on Madison Street side of the same 
window an attractive display of “Women’s Newest Vogue 
Frocks, $40—Fourth Floor,” according to the copy on the 
window card. The frocks were very smart looking, of printed 
silks, with quite a bit of black lace trim. Black straw hats 
in the larger shapes, and black shoes were the other items 
suggested for wear with the dresses. 

An artistic wrought iron display stand, cleverly designed 
and carrying three onyx slabs at different elevations was used 
for the display of jewelry, bags and other small items suitable 
to display in a window of ready-to-wear costumes. 

One of the most attractive displays appearing in the win- 
dows of Carson, Pirie, Scott & Co., was one of “Frocks for 
Tots,” the main feature of which was a clothes line running 
the length of the window bearing fourteen little tots’ trocks 
hung on with clothes pins. There was a clothes basket, two 
infants’ drying racks, little costumers all supporting displays 
of little dresses. Three little dolls clad in like garments were 
posed in the trim. Prices were shown on each frock. 

At the corner window near the Madison Street entrance 
was a display of misses “sports coats” in white with white 
felt hats and black bands, white furs, handbags, black and 
white gloves, black and white novelty pumps. 

Bedell’s windows are much the same in general appearance 
as at this time last month. The merchandise, of course, has 
been changed and at the present time, “special sales” are 
featured with interesting low prices. There is a very pretty 
trim, however, in one corner of one of the rear windows fea- 
turing a bride and bride’s maid appropriately costumed and 
posed in a unique and altogether attractive setting. The 
floor is covered with white satin. There is an umbrella- 
shaped canopy supported by a wrought iron base and sandard. 
The canopy top is covered with white satin and the lines 
of the rib-supports are strung with orange blossoms. 

At The Fair, the corner window at State and Adams shows 
five figures wearing navy blue silk dresses trimmed with 
salmon, pink, tan, lace effect. Hats, gloves, handkerchiefs 
are some of the smaller items used to carry out the color 
ensembles. 

The jewelry display commented upon in the last issue of 
The DISPLAY WORLD still occupies the same large win- 
dow on State Street. The sales of novelty jewelry jumped 
several hundred per cent following the first display, and the 
fact that the window remains in the same location con- 
‘istently leads to belief that the same percentage is being 
Maintained, 

: George Bailey, formerly of Des Moines and-now in charge 
: display windows at Joseph Hilton’s store, State and Quincy 
Streets, has been putting in some unusually attractive unit 
displays of furnishings. This section of this firm’s windows 
shows a noticeable improvement in the appearance of the 
merchandise displayed. Heretofore, it seems to have been 
the policy of the firm to fill the windows full of a general 
‘ssortment of furnishings. The present group of six haber- 
dasher; displays shows single sets of shirts.properly matched 
\ith appropriate neckwear, pajamas and neckwear units, 
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new importation from 

France, among a 
galaxy of notable window 
display creations. 
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International Clearing House 
of New York, Inc. 


303 Fifth Avenue New York City 


Distributors for U. S. A. 
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Dealer Helps that Dealers Gladly Use 


Producers of Women’s Apparel Are Beginning to Offer Window Aids 
That Add Grace to Displays—How Sisson’s Employed Them 

By EDWARD E. O’DONNELL A 

Display Manager, Sisson Bros.-Welden Co., Binghamton, N. Y. 





HAT the manufacturer can do to assist his Very frequently it is said that manufacturers’ helps are 
dealer with window display material that not wanted in the department store and specialty shop 
enhances the appearance of his products windows, and the reason which inspires this declaration 
has been demonstrated-in recent Sisson is not hard to fathom. All too frequently the “helps” 
displays featuring Kaysef Silk Products. afforded are cheap and gaudy affairs, conceived without 


research, fashioned in haste and 
altogether inappropriate. When 
the manufacturer takes time to in- 
vestibate the store’s needs, and 
follows his research with prepara- 
tion of materoials which fit in 
handily with the average mer- 
chandise displays, the result is 
very definite. Both stores and dis- 
playmen readily adopt artistic and 
symmetrical helps that manifestly 
grace the window. Of this type 
was the cut-out poster which was 
used in our hosiery display. This 
was shown in front of a pretty 
setting made of heavy wallboard 
painted in dull blue and gold with 
decorative flowers of felt. It 
served as the skeleton around 
which to build an interesting in- 
stallation affording a means for 
presenting favored shades of hose 
on stands and in boxes with color 
contrast that gave them added 
appeal. The final touch required 
to relieve the showing was ob- 
tained through handkerchiefs, 
perfumes and toilet water used 
as accessories. Blue tapers in 
wrought metal candelabra and 
blue velour floor covering aided 
in carrying out the color scheme ia 
in blue and gold. lett 

The display of silk gloves was oa 
similar in construction and lay- 
out. Here, again, a cut-out figure 
was shown before a highly colored 
background, and contrast in colors 
of the centerpiece provided an at- 
tractive medium that insured at- 
tention for the wares. This wit- 
dow, installed during our spring 
opening, provided an able bit of 

(Continued on Page 77) 
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HELPS THAT WIN APPROVAI-— 
Top, Kayser Centerpiece for Glové 
Windows; Center, Cut-out Figure and 
Back for Hosiery; Below, Recett 
Sisson Neckwear Display in Huge 
Frame Setting. 
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WROUGHT IRON DISPLAY FIXTURES 


Acknowledged by All Display Artists Who 


Saw Them at the I. A. D. M. Convention 
‘*The Last Word in Praétical Display Fixtures ’’ 








WRITE FOR CATALOG NO. 12—SPECIAL PROPOSITION TO JOBBERS 


THE STEWART IRON WORKS COMPANY, Inc. 


Artistic Wrought Iron Division 


18th and Madison 


Covington, Ky. 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


SERVICE BUREAU 


The DISPLAY WORLD will be glad to supply the 


latest authentic information about anything in the dis- 


play line in which you are interested. 


If you do not 


find your needs listed on this blank, write a separate 


letter. 


If we do not have the information you want 


on file, we'll find out for you. 


(J Air Brushes 

(] Animated Signs 

_] Art Prints and 

_ Reproductions 

_] Artificial Flowers 

L] Artificial Snow ‘ 
Art Screens 

_] Art Studies 

_] Backgrounds 

_] Background Coverings 

_] Books on Cardwriting 

_] Books on Display 

_] Books on Draping 

‘] Booths and Floats 

_] Brushes and Pens 

"] Cabinets—Revolving 


a 


[1] Card & Mat Board 

() Card Writers’ Materials 

() Cash Carriers 

(1) Chairs and Seats 

(J Color Lighting 

(j Counters and Shelving 

CL) Crepe Papers 

CL] Decalcomania 

L] Decorative Papers 

(0 Display Furniture 

(J Display Forms 

[] Display Racks 

C1) Dividers—Show 
Window 

1) Drawings and Paintings 

(1) Drawing Boards 


[] Exhibit Displays 

(1) Fabrics and Trimmings 

_] Fixtures 

(J Flags and Banners 

Hammers—Window 

CJ] Lamp Coloring 

(] Lithographed Displays 

1) Lighting and Equipment 

C] Natural Foliage 

[] Pageants and Exhibits 

(J Papier Mache 
Specialties 

C] Plaques (Window) 

(1 Plastic and Composi- 
tion Pieces 

1) Plushes and Velours 

[] Price Cards and Tickets 

L] Price Ticket Holders 

CL) Reflectors 

LL) Revolving Display 
Tables 

(1) Screens (Background) 

[] Socks—Window 

[] Show Cards 

[] Show Card Schools 


(] Show Card Service 

(1) Show Card Supplies 

CL) Show Cases 

_| Show Case Lighting 

(1) Signs and Card Holders 

(] Signs—Brass and 
Bronze 

CL] Signs—Electric 

_] Signs—Wood Letter 

C1] Stencil Outfits 

(1) Stock Posters 

C1] Store Designing 

[] Store Fronts 

(] Time Switches 

(] Valances 

[] Wall Board 

_] Wax Forms and Figures 

(1) Wickerware Specialties 

|} Window Display Service 

(] Window Drapes 

_) Window Lighting 

_] Window Shades 

[) Window Trimming 
Schools 

[] Wood Carvings 





Mail to THE DISPLAY WORLD, Cincinnati, Ohio 
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PEAKING of busy dis- 
play managers, J. Wal- 
ter Johnson, of Powers 
Furniture Co., is one of 
the busiest,” says Olave 

Ralph, Portland, Ore., displaywoman, 
and a fellow-member of the Port- 
land Display Club. “His windows 
“speak for themselves,” she declares. 
“You pause to admire and stand 
gazing at the blendings of Oriental 
rugs and draperies. You see an old- 
fashioned fireplace with a model 
sailing vessel on the mantle and 
ebony candlesticks on either side. 
From the wall above a rich piece of 
tapestry is hung. A walnut framed 
davenport with overstuffed cushions 
invites you to elegance and comfort. 
while an open book on the table 
nearby holds your interest. You 
wonder just when the person who 
was reading here will come back and 
finish the last chapter. Something stirs within you. 
It is the impulse to buy. You want the rug, the 
draperies, the ship on the mantle, and even the fire- 
place. If you had your way you would buy the whole 
setting and have it placed in your home just as it is. 

This is what happens when J. Walter Johnson de- 
signs for windows, and it has happened so often that 
Mr. Powers has installed thirteen rooms on the third 
floor. Here prospective customers tell Mr. Johnson 
their troubles. He proceeds to smooth out the diffi- 
culties of selecting draperies, rugs, furniture, and all 
the details which go to make a home more homey, 
an office more business-like, or a rest room more 
restful. 

In this way customers have the satisfaction of 
knowing before they purchase that their selections 
will be in perfect harmony with the surroudings. 

The other day when I called he had four set-ups 
waiting for their purchasers. Two of these rooms 
were for a banker who intended to furnish rest rooms 
for the women employees at the bank. Mr. Johnson 
suggested overstuffed furniture and the banker 
thought he preferred rattan, so two rooms were ar- 
ranged, one with overstuffed, the other rattan. This 


made it easy to decide which furniture was better 


suited to a rest room. 

Another set-up was for a doctor who wanted his 
reception room to have a home-like atmosphere. At 
the windows hung cream-colored lace panels with soft 
draperies at either side and a fernery filled with grow- 
ing ferns near the sill. The Jacobean tables and chairs 
were arranged in a comfortable manner. Above the 
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mantle hung Whistler’s picture of 
his mother. All of these details are 
what count in helping the prospec- 
tive customer to decide the correct 
and most pleasing furnishings. 

The fourth set-up was for one 
of the many picturesque homes of 
Portland. This room was to have 
an-air of distinction, something dif- 
ferent. Mr. Johnson is a color artist, 
and color harmony dominated his 
work here. 

_ The walls were of cream and tan 
outlined in old ivory woodwork. 
Green and tan silk damask draperies 
hung at the windows. The lam- 
brequin was of the same material, 
finished with a deep black silk fringe 
and heavy black silk cord and tassel 
tie backs. 

On the floor was a nile green 
Saxony rug shedding soft light 
within its wide black border. The 
fireplace was finished in tan and cream with green tile 
and the mantle hand-carved with decorations high- 
lighted in green. Lending a dash of contrasting color 
a cabinet, lacquered in red and gold with brass hinges, 
was placed against the wall. On each side of this 
cabinet hand-painted plaques with floral design of 
rose and gold hung in richly carved frames. A walnut 
framed davenport and chair upholstered in green frieze 
with reversible cushions upholstered in tan and rose, 
graced the center of the room. There was a comfort- 


able chair in black needle-point by the fireplace, a | 


decorative oval fire screen on one side, and an artistic 
bridge lamp on the other. In the corner stood a wal- 
nut cabinet containing a radio set. 

A coal grate was used in the fireplace with a wire 
screen filled with chunks of glass and an electric globe 
and fan underneath made the glass glow as though it 
were a mass of live coals. Above the mantle hung a 
green and gold autumn scene done in oils, while a 


pair of art glass peacock lamps stood on either side 


casting an iridescent green and gold light over all. 

Near the window was placed a silver basket filled 
with fanciful red roses made of sea shells. What more 
could a queen desire? 

In truth, it was J. Walter Johnson himself that 
superintended the furnishing of the rooms for Queen 
Marie at a local hotel when she visited Portland last 
fall. I haven’t the slightest doubt in the world that 
she was very well pleased with his artistic skill. 

Most all displaymen are familiar with J. Walter 
Johnson’s drawings for backgrounds which appear 10 
The DISPLAY WORLD and furniture magazines. 
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HIGH CLASS ART FOR DISPLAY PURPOSES 

Among the prominent people in the art world who have 
been attracted to the window display profession is F. R. 
Ferryman, owner of the Ferryman Art Studios, 36 West 
Thirty-third Street, New York City. Mr. Ferryman studied 
in Paris, London, Berlin and Vienna and has exhibited at 
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A Toy Setting Designed by Mr. Ferryman 


the Paris salons. He is famous for his color wood cuts and 
also for designing front covers of prominent magazines. 
Some of his unusual displays have been ordered by R. H. 
Macy & Co., New York City; Abraham & Straus, Brooklyn, 
N. Y.; L. Bamberger & Co., Newark, N. J.; Gimbel Bros., 
New York and Philadelphia; Strawbridge & Clothier, Phila- 
delphia, besides an important order from as far as Melbourne, 
Australia, from the largest and finest retail firm there. 





MAC-WIN FASHIONS CLEVER HOSE FORM 

Ingenuity in depicting a boudoir scene created a harvest 
of new sales for Julius Kayser and Company’s new -Fifth 
Avenue branch store, New York. The deficiency of a limited, 
narrow window display space was made up by the orig- 
inality of the design and colorings as conceived and built 
by Mac-Win Studios, 1607 Broadway, New York City. As 
will be neted in the illustration, a wax leg was used adorned 
with the newest vogue in Kayser hosiery and lingerie. Mac- 
Win Studios is composed of two young women, who over the 
past seven years have mastered the difficult art of building 
sales-winning displays for a growing list of department 
stores, local and national advertisers. 





The Intriguing Setting in Which the Form Appeared 


The attention-creating factor about this automatic leg is 
that the skirt conceals an electric motor, which uses alternate 
current or direct current, and which causes the stocking to 
Move siowly up and down the leg from the ankle to the knee. 
Mac-Vin Studios, of 1607 Broadway, New York City, are the 
sole Petentees and manufacturers of this leg, and on every 
occasion where it has been used it has stopped the crowd. A 
demonstration recently given to a, special representative of 
The DISPLAY WORLD at the studios shows this to be a 
tuly remarkable creation. 





43 


for recoloring new or worn, stained, 
faded rugs, velours, velvets, tapes- 
tries and other fabrics without boil- 
ing or dipping. Simply brush it on. 
Everlasting as the colors of finest 
Orientals. Dries in an hour or two. 

One pint in warm water covers 
9x12 deep-piled surface. Comes in 
black, blue, brown, gray, green, 
mulberry, red, rose, taupe, violet, 
wistaria, yellow. Creates any de- 
sired color on white in a few min- 
utes. Needed in every Display 
Man’s workshop. Saves 10 to 20 
times cost. Multiplies possibilities. 
Trial bottle $3.50; doz. $36, f. o. b 
Chicago. 

See RUG-NU demonstrated at 
Hotel Statler during Convention. 


RUG-NU SALES CO. 
231 N. Wells St. Chicago, III. 








| Torchiere---Wrought Iron 


POLYCHROME FINISH 
5 Feet 9 Inches High 


PRICE $16.50 EACH 


OTHER UNIQUE DESIGNS 








DAVID HAMBERGER 
122 Fifth Ave., New York 


Artificial Flowers and 
Window Display Decorations 























Screens, Hangings and Panels 
For the Better Type of Window Displays 


We specialize in decorative painting on silk or other fabrics, 
canvas and wood, to meet the requirements of discriminating 
display managers. 


We carry out your own ideas or submit rough sketches that 
will carry out the spirit of the store, the event to be featured, 
or the decorative treatment desired. 


GRAVES ART STUDIOS 


Incorporated 


307 W. Chestnut St. Louisville, Ky. 
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Don’t Discount It does not require much evangelism 
Display Service to convince the average manufac- 
Importance turer that advertising is essential to 

create a market for his goods, and if 
he is producing a drug specialty, an automobile acces- 
sory, a new-fangled food, or a radio device, he rushes 
into type. 

Window advertising, however, strikes him differ- 
ently. Insistence of his white space media that they 
must have window and counter tie-ups to give him 
successful campaigns has its effects ; his own experiences 
shortly convince him that something is needed to coin 
the consumer interest, developed by his copy, into sales. 

Hence he turns to the display field uncertainly and 
fearfully. Immediately he crashes into problems un- 
known to his other advertising activities. Besides the 
the task of determining what type of “copy” to use, he 
must secure windows and get his displays installed. 


Window space cannot be bought in quantity. He 
cannot go to an agency and entrust it with a campaign 
ordering the purchase of “umpty” thousands windows. 
He must find some means of appealing to his dealers 
for the use of their display space, simultaneously devis- 
ing plans for getting his displays set up and kept on 
view for a reasonable time. 

Part of his retail outlets can be reached by direct 
mail; part of them will voluntarily cooperate. The 
majority, however, must be swayed by personal appeals, 
rendering it necessary to place this burden upon sales- 
men, or to turn the work over to professional installa- 
tion concerns. 

Handling displays in either fashion is expensive. 
If the salesman installs them he is forced to devote 
valuable time to work for which he was not employed 
and possibly is not fitted . 

If the display installation service handles the win- 
dow, the cost of placement bulks large. Dependable 
organizations demand a price in keeping with the cost 
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Display World 
Title Registered U. S. Patent Office. 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
C. R. ROGERS, Editor 
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1. The Development of the Art of Mercantile Display. 
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4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 
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Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
* Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of 
the month of date of issue. All photographs reproduced become the property of the publishers. 


UTES AS AS TST 


June, 1927 











PSM RST 2S 





——4 



























N. SILVERBLATT, Secretary 






[TOTO ak TOOT sO 








Its Industry. 






Business of Selling. 























ua dest Se SSD 


Mrli- 





of booking good windows and placing high grade dis- 
plays, and they are continually vexed by imitators who 
promise a passable substitute for a lower fee. 

Right here is where a lot of manufacturers make 
a huge mistake in the interest of economy, giving their 
work to the lowest bidder and as a result soon finding 
themselves wrestling with incomplete placements, shab- 
by set ups, faked reports, and similar difficulties. 

Others, even more frugal, have been attempting to 
engage service organizations in distributing their ma- 
terial to dealers who are expected to make their own 
installations. They have faith that the personal delivery 
of the display material will influence its careful in- 
stallation. 

Display service organizations have their weak spots, 
their fly-by-night units, and are frequently lacking in 
display technique. But they are well distributed through- 
out the country, are usually dependable, and constitute 
the only assured means for efficient distribution of the 
national advertiser’s window material. If it is desir- 
able to link up the retail outlet with advertising cam- 
paigns, reminding the consumer at the point of pur- 
chase, display service is a necessity. As a necessity, 
it should not be discounted nor regarded as a minor 
feature of the display program. Crudely executed win- 
dows do not pull—the well-dressed type will. Penny 
pinching on displays is a form of economy that saves 
dimes and loses dollars. 





The Field Very few displaymen will question the 
for Display advisability of a community display 
Clubs club, even though comparatively few 


cities possess them. They will admit 

that organization has a value which redounds to the 
advantage of the individual, and, if the occasion 
arises, will affiliate. 
This is about as far as the average windowman 's 
willing to go. If a banquet or a public meeting % 
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planned, he will buy his ticket and attend in all the 
glory of his best attire, for in sooth, the opportunities 
to disport in gilded ballrooms and banquet halls are 
not numerous. 

in this respect he does not differ from his neigh- 
bors who earn their bread in other fields. All seem- 
ingly turn thumbs down on the stated meetings of 
their fraternities and trade bodies. All are apparently 
content to turn operation of affairs over to hard- 
working officials and committees. 

The club organizer must take this attitude into 
consideration in laying plans for the development of 
the iocal association. He must be prepared to con- 
vert it into a luncheon club, with frequent gatherings 
in which craft activities are limited to after-dinner 
discussions and demonstrations, or invest it with all 
the trappings of the genuine fraternity. 

Most of the successful organizations of the major 
cities are developed on the luncheon club basis, in- 
terest being sustained through addresses by visiting 
displaymen and advertising men, demonstrations by 
cub members, and occasional social events in which 
the members’ families participate. 

In a few instances club rooms have been estab- 
lished, equipped with display libraries and magazines, 
“dummy” windows and similar assets not ordinarily 
available to the individual. “ 

As the display club is primarily a craft organiza- 
tion designed to help the individual to improve his 
work and to aid him in reaching: greater efficiency, it 
would seem that the elements of fraternalism and 
social gaiety should never be permitted to obscure this 
purpose. There is an abundance of talent at the dis- 
posal of club executives and machinery may easily be 
set up by which clubs may exchange speakers and 
demonstrators and thus assist in keeping initial in- 
terest aflame. If the local body becomes decadent 
through idleness, if it does not bring in outside 
speakers and display critics occasionally, if it permits 
meetings to degenerate into prosaic business sessions, 
its days are numbered. 





Which Store fronts or store lights; which mean 
Means more? The DISPLAY WORLD question- 
Most naire to 10,000 retailers reported in this issue 

reveals that the dealer favors modern fronts 
'o modern lighting if he must make a choice between 
them. To the big-city display manager who scarcely 
tonceives the possibility of good decorations without 
the aid of good lights this circumstance may be hard 
0 comprehend. On closer examination, however, he 
may find that the smaller dealers attitude is altogether 
Correct. 

Nothing stamps a store so definitely as the appear- 
ance of its front. The lighting systems may be in- 
rior, the store fixtures may not be of the highest 
ype, but if the front is modern and well dressed, the 
Passer visualizes the establishment as a progressive 
‘tore—a store that he can safely trust to supply him 
with xood merchandise. 

If the front is patterned after a design of twenty 
years ago such confidence is not inspired. The bulk 
of the young and middle aged buyers who flock by the 
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windows will not be able to look past its shabby ex- 
terior to the goods shown upon its shelves. They will 
assume that it is the pet dodo of a bewhiskered old 
fogy who clings to the ideals of the past. Obviously 
it is impossible in such a place to buy stylish up-to- 
the-minute goods. 

The small merchant realizes that if he can secure 
a new front these prejudices are overcome. With new 
windows and fair trimming his pféstige is secure. 
If, to his new windows he can add good lighting, his 
cup of happiness runs over. With the aid of these 
two factors of display he is able to branch out after 
new business—and good business. 

But without the modern front no matter how good 
the lighting, the store remains a secondary institution 
fighting always for the crumbs that fall from the table 
of the larger and more alert houses. 





How Vital What good windows and show cases 
is mean to the small store is graphically set 
Display forth in Traver Smith’s discussion of the 
Fleischmann Company’s propaganda for 
better bakeries. “We have many cases in our records” 
he declares, “where a Fleischmann man has had to 
work on a baker, careless about the appearance of his 
store and old fashioned in his methods, and gradually 
brought him over to modern ways. We often have 
cases where a baker turns to us to ask our help in 
selling a run-down shop on which he is losing money, 
only to be induced to make a new start among modern 
lines. Invariably by brightening up the store, ar- 
ranging tempting windows using modern display 
science in selling the baker turns such a business 
from a failure into a success and consequently is for- 
ever after a booster for modern merchandising and 
display methods.” Where the appeal to appetite is 
the basic means of selling, cleanliness is as essential 
to successful merchandising as skill in production. 
Every food store improves its chances for success by 
keeping its contents spic and span and showing its 
products in such surroundings that the passer cannot 
resist their allurement. 

But this principle is not confined in application 
to the food shops. Every merchant who values his 
standing in his community can afford to create win- 
dows that declare the quality of his stocks and his 
service. 





The Window’s 
Cultural 
Values 


“So much is said in the trade press 
today concerning the show window’s 
bearing on business,” says Herr 
Muncheberg in Fenster Schau und 
Ladenbau of Berlin, “ that we are likely to overlook 
another aspect—its reaction upon the cultural stand- 
ards of the masses. While merchants may deem this 
rose-colored idealism, it cannot be denied that the 
window deeply influences society. This hurrying 
epoch forces us to draw many of our impressions from 
pictures. Merchants who would go forward must 
remember that the spectacles, good or bad, which 
they set up in their windows not only bespeak the 
spirit and the tastes of the proprietor, but also ex- 
press the character of his store.” 
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STORE EQUIPMENT DIGEST 


Fixtures --- Show Cases --- Store Fronts --- Plans --- Equipment 
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Beauty Marks New Jacksonville Store 


Structure in Spanish Architecture is Fitted with Latest Types 
of Windows and Display Cases; Lighting Effects Attractive 
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EMONSTRATION 
of faith in the future 
of South Jackson- 
ville, Fla., is seen in 
Akra_ Bros.’ new 

building, formally opened on 
April 13. This interesting Span- 
ish structure, finished in stucco 
and wrought metals with a tile 
roof, constitutes a handsome ad- 
dition to the business district of 
the rapidly growing community. 
It represents the conclusion of the 
first step in the personal achieve- 
ments of P. K. Akra and his 
brothers, and marks the realiza- 
tion of their plans for a modern 
store, which is the outgrowth of 
success in more modest quarters 
occupied since the institution of 










he store in 1917. Tile and Stucco Yield a Pleasing Appearance to the New Building. 

The South Jacksonville establishment is one of a with the character of the merchandise handled. The 
group of four units which have been.established by the display cases and shelves are in walnut; the floor of the 
Akra brothers in recent years. The new building has store is in birch. Lighting effects are particularly at- 
an exterior of cream-colored stucco and an ornamental tractive, and give an adequate amount of light to all 
tile roof. The entrance is flanked on both sides by large parts of the store. 
display windows, while ornamental mirrored doors lead In 1921 the possibilities of a branch in South Jack- 
from the store into the display windows. sonville were seen and a store was opened. This was 

The show cases and other fixtures are of the best a forerunner of the present institution and attained a 






pattern, of Welch-Wilmarth design, and are in. keeping rapid growth, filling a long-felt need in the community. 











OPENING SCENES—Crowds in the Ornate Entrance; Right, the Interior. 
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Display Managers Visiting the Convention of the International Association of Display Men, June 13, 
are invited to visit the Cutawl Demonstration and Photographic Exhibit of its work, at Booth No. 12, 


Hotel Statler, Detroit. 


An interesting background for spring opening display prrposes designed and 
produced by Herman L. Hagen, Display Manager for J. M. Bostwick & Sons, 


of Janesville, Wisconsin. 


All of the cut-out work was done with the Cutawl. 


“New and Beautiful Background Settings 
without having to worry about the time 
and cost of construction” 


When, after two years of use, a man feels that the Cutawl st/ll is the best investment the display depart- 


ment ever made. . 


. there surely is no argument regarding its cost. Time and time again we have stressed 


the fact that the cost of the Cutawl is insignificant when compared with the completeness and far-reaching 
value of its service. 


It makes no difference how large or how small your store may be... 


to attract trade . . . you will be justified in buying and using 








The Best Investment for 
Any Display Department 


*‘The Cutawl has proved very satisfac- 
tory in every respect. It has been in 
almost constant use in our display de- 
partment for the past two and a half 
years. I feel that it is the best invest- 
ment that could be made for any dis- 
play department. 


*‘l am sending a photograph of one of 
the displays that was made possible by 
the Cutawl. This setting was installed 
for the formal spring opening and at- 
tracted much favorable attention. 


“I do not hesitate to say that the 
Cutawl is worth much more than the 
price you ask ‘for it. We can now 
create many.new and beautiful settings 
without having to worry about time 
and cost of construction.” 


HERMAN L. HAGEN, 
Display Manager, 
J. M. Bostwick & Sons, 


Janesville, Wis. 








if you depend upon window displays 


THE INTERNATIONAL 


CUTAWL 


The use of this machine not only saves the time and labor 
of busy displaymen— it is also a great aid in reducing ma- 
terial costs of the display department itself. There is con- 
siderable waste of material when background designs are 
cut out by hand. 

When the Cutawl is used, the designs are cut out upon a 
flat, firm support. Faster, better, cleaner and more accurate 
work results. You are welcome to prove the economies of 
the Cutawl in the everyday work of your display depart- 
ment, anytime. 


Let Us Send You the Cutawl on 
Trial for 15 Days 


Test it out on some of your regular work. ‘Whether you 
want to use it for cutting wallboard, cardboard, felt, leather, 
paper or tissue—the Cutawl, operating from any electric 
light socket, will do it more quickly and with less effort 
than is possible by any other known method. We shall be 
glad to explain our 15-Day Free Trial upon request. Address 


THE INTERNATIONAL REGISTER Co. 
13 South Throop Street Chicago 
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Celebrating Fifty Years of Service 


Mabley & Carew Co. Blends Progress of Store With Advancement of 
‘Cincinnati and Scores a Triumph in Display Attraction 


ROWTH of a small establishment, orig- 
inating in the late seventies, and, with 
the lapse of time assuming the status of 
one of Cincinnati’s leading department 
stores, was observed by the Mabley & 
Carew Co. during the week of April 10-16. The me- 
dium was a gigantic fiftieth anniversary celebration 
which found its chief expression in unusual displays. 

Located at the corner of Vine Street and Fountain 

~ Square, a pivotal point in downtown Cincinnati, the 
store’s windows command the attention of the thou- 
sands who daily pass through this congested area. 
But Cincinnatians are accustomed to good displays; 
the shop windows of the southern Ohio metropolis 
are not a whit behind the best standards of Fifth 
Avenue and State Street. To focus attention of his 
public upon his windows in such fashion that they 
would become the talk of the town, Display Manager 
John L. Weber was obliged to produce a spectacle of 
uncommon consequence. That he did so must be 
conceded by the most biased observers. From the 
unveiling of the anniversary displays on the evening 
of April 15: until their withdrawal in the late after- 
noon of April 22, throngs were constantly knotted 
about every one of the windows, marking with aston- 
ished mien the changes in all of the vicissitudes of 
life in the last half-century, as visualized in the Weber 
arrangements. 

Six months before the annual sale opened the sales 
promotion committee of the establishment, which con- 
sists of P. J. Twentyman, advertising manager, chair- 
man; J. D. Mullaly, a director; Mr. Weber and Al 
Knapp and F. H. Weiss, went to the officials of the 
firm and suggested that in connection with the golden 
jubilee celebration some means be used to call the 
attention of the public to the strides made by the 
company since its organization. 


As the aftermath of this advance, it was decided 
to stage an exposition preceding the fiftieth anniver- 
sary sale in which the industrial, commercial and 
artistic progress of the city would be tied up with the 
growth of Mabley & Carew Co. In order that the 
expense of staging the affair would not be charged 
directly to the departments, the store officials appro- 
priated a lump sum for this purpose and secured the 
service of a promoter, Anthony E. Scheffer, to handle 
the exposition. 

Small box advertisements were run in Cincinnati 
newspapers requesting townsfolk to lend relics re- 
lating to the early history of the city or store. About 
500 of these were received and placed on display, 
cards attached bearing the names of the owners. A 
survey of industrial concerns and historical and civic 
societies able to furnish exhibits was also made and 
fifty-five firms responded. 

The astute display manager linked his establish- 





ment with the life of the community and harked back 
to the past for episodes in the history of the city and 
its industries paralleling the development of the 
Mabley-Carew institution. Not once, however, did he 
permit the passer to forget the store’s part in this 
memorable fifty years. Every exhibit had this im- 
print stamped upon it; every window bound institu- 
tional and: communal advance together. 

In his northermost Vine Street window was an 
exhibit marking the progress of the Western and 
Southern Life Insurance Co., one of the. greatest of 
the industrial organizations. Here were lithographed 
cut-outs of the company’s offices in 1888, in 1901 and 
today, exhibits of policy forms, house magazines, 
prospect literature and all of the other publicity mat- 
ter which a Home Office developes. 

In the next window were bound.volumes of news- 
papers of today and fifty years ago. At one end 
were specimens of the yellowed Enquirers of 1877, 
carrying the tiny and oddly written Mabley adver- 


, tising of the period, contrasted with the huge ads of 


the present. 

At the far side was the “Post,” resplendent in 
modern typography, vividly marking the changes in 
printing which have come in since the launching of 
the Penny Post, its diminutive predecessor. 

Occupying the remainder of this display was a 
huge model of the Philip Carey Co.’s plant at Lock- 
land, a suburb, comparing the size and equipment of 
ment of this roofing plant with the modest factory of 
the concern fifty years ago. 


A model of a huge cake of Ivory soap presented in con- 
nection with a tiny bar of hotel soap showed the difference 
in the volume of business handled by the Procter & Gamble 
Co. today and a half century ago. This was the feature of a 
small exhibit in which pictures of the founders and present 
executives of this Cincinnati industry were shown. The be- 
ginnings of the company, and the offices which it has occu- 
pied in recent years were illustrated in mounts of photo- 
graphs. 

Nearby was a window denoting the rapid evolution of the 
radio receiver in the hands of its Cincinnati manufacturers. 
Here were models of the Crosley radios for 1921, and each 
successive year until the present, each cabinet revealing new 
refinements and improvements. To complete this exhibit a 
crude receiver of a much earlier date was shown, suggesting 
by its huge lumbering mechanism the long road which the 
radio engineers have traveled in simplifying the wireless 
telephone. 

At the junction of Vine and Fifth Streets, in the angular 
window which usually shows gifts and novelties, was a huge 
candelabra fashioned in the form of a fir tree ,its limbs 
bronzed supporters for frosted lights. Before this unusual 
decorative, almost as interesting in the daytime as at night, 
was an exhibit of rare American coins and trade tokeus, 4 
number of which were more than a half century old. 

The first window around the corner contained a collec- 
tion of trophies won by the city’s most gifted swimmers. 
Here were medals awarded to Louis Rutledge, and cups ca? 
tured by Walter Laufer and Russell Weir. : 

Shells used by the armies of many nations proved an !- 
teresting feature of the adjoining Peters Cartridge Co. ¢ 
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hibit. Here also were mounts disclosing the materials enter- 
ing into the manufacture of the cartridge, showings of shot- 
gun shells and popular metallic shells. 

The long career of the “Reds,” Cincinnati's National 
League nine, was exploited in a display showing pictures 
of the team which represented the city in the first tourna- 
ment in 1867, a group picture of the team of 1891, athletes 
with luxuriant mustaches, and the pennant-winning aggrega- 
tion of 1919. 

Boyhood pictures of prominent men, canvases showing 
Fountain Square in the nineties, displays of Rookwood. pot- 
tery, and a window of wild geese and ducks shown against 
a pictorial background were notable spectacles in this group 
of windows. Here also were entire windows given to illus- 
trations of change in local manufacturing, communication 
and transportation. First was the elaborate outline of the 
evolution of modern laundry machinery manufactured by the 
American Laundry Machinery Co. Starting with the archaic 
types of washers in use in 1840, drawings depicted the gradual 
advance to the types in vogue today. These were grouped 
about a cabinet in which a cut-out dwelling was shown. 

Equally interesting was a collection of telephone equip- 
ment marking the passing from clumsy and cumbersome de- 
vices of the late nineties to delicate receiving and sending 
apparatus of greater convenience. Last of all came the ex- 
hibit of the Cincinnati Street Railway Co., showing the horse 
cars of the pre-electric period, the tiny cars which came in 
with the introduction of electrical equipment, and the stand- 
ards of the hour. Against the background hung a chart on 
which a street car was shown in relief against a United 
States map. Here it was pointed out that the number of 
passengers carried in a year was greater than the popula- 
tion of the country. A revolving photo holder showed views 
of earlier cars, stations, modes of transfer and similarly in- 
teresting and all but forgotten incidents of regional history. 

Within the store, interior displays carried out the spirit 
of the occasion in exhibits and illustration. Pendant from 
hangers on the edge supporting columns were large plaques 
of anaglypta, bearing the symbolic “50,” which appeared in 
all the anniversary publicity, Over the elevators was a long 
and brightly painted plaque in which feminine styles of the 
last fifty years were shown. Along the ledges were pictures 
of the presidents of Ohio origin, the governors of the state 
and the mayors of the city. Interspersed among them were 
metal of the founders of the store; and contemporary in- 

ustries, 


In the aisles were cases containing bedspreads, gloves. 
Wearing apparel and trinkets of yesteryear, while near the 
Vine Street entrance was one presenting views of epochal 
‘vents of the period. : 

On the second floor in the men’s clothing departments, 
Was an exhibit depicting the evolution of the locomotives. 


Grotesque Siegel Mannequins Shown Against Futurist Hangings Feature This Display by The Galeries Lafayette, Paris 


It consisted of perfect fac-similes of engines, hand carved of 
solid ivory and kept in motion., A miniature of an elevator 
was also mechanically operated. 

On the third floor were exhibits from the Cincinnati Art 
Museum and a number of independent art societies. A repre- 
sentative of the Rookwood Pottery gave demonstrations 


showing how pottery is fashioned. On this floor concerts 
were given daily by students from the Cincinnati music schools. 

A bed in which Abraham Lincoln slept when staying at 
the old Burnett House during his passage through the city 
on his inauguration trip was a feature of the fourth floor. 
Here also was a collection of pictures of old-time actors. 

On the fifth floor was an exhibit of corsets worn by 
French queens and English actresses, among whom were 
Catherine de Medici, Mary, Queen of Scots, Madame de Pom- 
padour, Nell Gwynne, Mrs. Siddons and Peg Woofington. 
The corsets are owned by a Newark (N. J.) department store 
proprietor. 

An interesting show case exhibit was an array of gift and 
birthday cards harking back to 1858. These were mounted 
on black paper which accentuated the bright colors and quaint 
designs of the older cards and brought them into relation 
with their later counterparts. 


Exterior decorations were in line with the gala aspects 
of windows and interior. Over the marquise the display 
manager had fashioned an ornamental hedge of ruscus which 
extended along the entire border. All the way around the 
building were hung -green medallions bearing the “50” symbol 
flanked by sheaves of yellow and white flags. 

Immediately following the close of this eventful showing, 
Mr. Weber’s staff tore out their exhibits and furnished the 
windows with sale merchandise for the great anniversary 
sale which was launched on April 24. 





WROUGHT IRON FIXTURES BY STEWART 


The Stewart Iron Works Co., Covington, Ky., is offering 
one of the most complete lines of artistic wrought iron dis- 
play fixtures and furniture in this country. This company 
was founded in 1886, and soon gained a position of leader- 
ship that is today evidenced by the great size of their shops 
and factory buildings, the wide range of their iron and bronze 
products, and the quality of each individual piece. Close 
inspection of Stewart wrought iron display fixtures reveals 
the hand work, produced on the anvil by artists who under- 
stand the value of line and design as well as the craftsman- 
ship of hand forging. 

Wrought iron display fixtures supply the valuable accent 
of contrast which completes and perfects the decorative pic- 
ture and makes the environment charming. This company 
has just issued a completely illustrated, 28-page catalog 
showing the complete line. A copy will be sent to merchants 
and displaymen upon request. 
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With the New York Displaymen 


Avedon’s and the Display Policy Worked Out-by Display Manager 
Cory—Beach and Travel Displays Abound 


By COLEMAN W. McCAMPBELL 
New York Correspondent, The DISPLAY WORLD 


OR a long time this correspondent has 

had a watchful eye on the windows of 

Avedon’s, a popular women’s specialty 

shop on the avenue. And this month they 

have proved more intriguing than ever. 

In passing there the other day I stopped to admire 
a trick arrangement. It consisted of a rotating cylin- 
drical wooden frame cut into three sections, a wax 
figure wearing a different colored Tantivy costume 
being displayed in each section. To give you an idea 
of the striking effect achieved, it is necessary to out- 
line the color scheme. In one section a light blue 
frock was shown against a background comprised of 
graduated shades of orange and yellow, arranged in 
perpendicular stripes, like a color chart. In a second 
section, a yellow costume appeared against a blue and 
silver background, and in the third section, a dark 
blue costume against red and silver. The platform 
base was black and the whole frame rotated slowly, 
giving persons on the sidewalk ample time to view 
each costume. It is doubtful if any display this year 
has been more novel and lively in idea and execution. 
Avedon’s have two windows on the avenue, each window 
fairly small, but with a concave background, which gives 


depth and lends itself to individual treatment in display. 
Then they have an oval rotunda lined with three windows 


on each side. ‘These six windows have been fixed up by Mr, 
Cory, their display manager, like a series of intimate rooms, 
The walls are covered with silver leaf, the doorways and 
other wood trim are black and built-in cabinets (like a win- 
dow within a window minus the glass) are painted a vivid 
green. These cabinets give an excellent color accent and are 
effective for displaying bags, flowers and other accessories 
without offensive intrusion. Thus, the prospective customer 
can window shop in comfort by making a tour of the rotunda, 
The exhibits, whether they are concerned with sports clothes, 
evening gowns, bathing costumes, hats or silk hose, are 
always attractive. In fact, Mr. Cory has a happy knack of 
doing wonders with small windows. He regards them as his 
theatre and is every busy achieving new effects. 

“How often do you change windows?” is a question I asked 
Mr. Cory. 

“Twice a week, sometimes oftener. It is essential to keep 
abreast of the fashions. This calls for emergency windows. 
A new shipment of bags, hats, anything, from abroad, which 
is different and introduces a new fashion note demands imme- 
diate display.” 

A case in point is the window featuring “Toyo” bags 
which is illustrated. A shipment of these bags arrived one 
morning and at noon Mr. Cory had orders to have a window 
display in by the next morning. It so happened that he 
had on hand a Buddha model that he had prepared last year 
for an exhibit of Coolie Coats and had never used. He also 
had some stands lined with red and outlined with blue. The 
result is the window you see. The panel in the black is red 
and the curtains adjoining it blue. The two vases are blue 
and they are filled with cherry blossoms. The rug is back 
and the bags multi-colored. 








A Gigantic Hat Box and an Eye-Arresting Fabric Background Used in Franklin Simon Windows 
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At Left Is Ray Martin’s Window Tying Gas Service with Latest Craze; Right, Manager Cory’s Handbag Setting for Avedon 


It is a pleasure to talk to Mr. Cory. He is so wrapped 
up in his work, so overflowing with his ideas, and he has 
the enthusiasm and courage of youth. When I first asked for 
him I was told that he had worked until five that morning 
in order to have his windows ready and wouldn't be in until 
two or three in the afternoon. That is his type. Everything 
is prepared in his own studio, which is in the basement of 
the store and where he has two assistants. 

Mention must be made of a window he has just put in 
this week. It shows a wax model so draped with silk hose 
that she appears to be wearing a dress. She is emerging 
irom a white lily in a pond, the pond being a large mirror. 
Comment, too, must be made on Avedon’s wax figures: They 
are originals and were made by an Austrian portrait painter. 
They have real foreign chic and distinction, as well as a 
lovely naturalness in coloring, and are, I understand, the 
only ones of their kind in New York City. 

Not only are Avedon’s windows refreshing this month, but 
the entire avenue seems to have been revitalized and inspired 


by the approach of summer. The modernistic note 1s even 
more dominant than last month. It reflects the French and 
German inHuence and is evident in the screens, the furniture, 
the stands and cabinets. Cleverness and novelty in idea and 
arrangement abound. Shoes, travel accessories, beach cos- 
tumes and straw hats receive equally interesting treatment. 

Two fine beach windows are those used by Arnold, Con- 
stable & Co. and Franklin Simon’s, respectively. Mr. Arkow, 
of the former store, has displayed gay Challis bathing cos- 
tumes against a futuristic cloth poster, presumably represent- 
ing beach, waves and sky. The effect is such that it arrests 
your eyes clear across the street and causes you to risk traffic 
for closer inspection, and the bathing suits are the gayest of 
the gay, quaintly smart and genuine in the French way. For 
Franklin Simon’s, Mr. Doscher has a patch poster with sea 
gulls flying over a sea, the white crest of the surf being repre- 
sented by fringes of lace. Two models are shown and on the 
beach at their feet is a tricky green cushion in the shape of 

(Continued on page 59) 











Dainty Lingerie Is Doubly Attractive With This Artistic Screen Which Mr. Biggs Uses at Stern’s 
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INTER and “cold weather” are identical 
in most of the world, but: not in many 
parts of the Sunny South and this fact 
enabled Ed Winter, an “up and coming” 
display service man of Savannah, Ga., 

to develop a unique advertising scheme. 

Savannah knows little snow, and the vision of a 
building encrusted in ice is beyond the ken of the 
average citizen. Hence it was little short of marvelous 
when Winter brought out an automobile literally 
covered with “snow,” its hood and fenders burdened 
with “sleet,” and the cab frosty with the crystallic 
heraldy of winter. 

The whole scene was astounding. It was almost 
sacrilege. Winter! It couldn’t come to Savannah. But 
Winter, the display service man, had come and every- 
where that he and his car went people thought of 
winter and it was not hard to convert their interest 
in the strange automobile into interest in Winter, its 
pilot. . 

Since that eventful day after the world war, when 
this unusual advertising stunt was first perpetrated, 
the Winter studios have become hives of activity. 
From them proceeds a constant stream of signs and 
pictorials and cut-outs for the window. In them also 
originate the grills and screens which Winter uses 
in his local display work. 

An Alabaman by birth, a windowman by dint of 
successful pioneering in a small town store, and a 
hustler by nature, Winter has made substantial ad- 
vancement. 

‘My ideas on window work vary with the loca- 
tion and the party for whom I am working,” he de- 
clares. ‘For instance, I am at present doing free 
lance work, handling the windows for two men’s wear 
and a dry goods store. One of the apparel houses 
prefers refined, lightly dressed windows, and the 
other a somewhat stocky effect. As both are within 
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It’s Always Cold Weather in Savannah 


Ed Winter Has Capitalized His Name in Building Distinctive Display 
Service Catering to Retailers and the Theatrical Profession 


Left, Trim of Men’s Wear by Mr. Winter Showing Scrolled Screens Made in Studio—Right, a Similar Men’s Clothing Display 
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A Stocky Holiday Window Featuring Small Goods 


a block of each other, it is quite apparent that I must 
arrange and execute my displays differently. 





“Personally, I favor the light, artistic trims. With velore 

. ae 4 : > peared w 
men’s clothing, I like unit displays, and I find that HM kept, and 
when a group of units in browns, blues or other 9 them with 
date with 


shades are used with shirts, hats or other furnishings 
that harmonize, this display usually sells best. The 
passer may have a suit like that on display, or one 
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fact, as I write this, I have just finished cutting out 
and painting a display screen for a gold window. | 
use a Cutawl in my studio and find it indispensable. 

“T handle one type of window that does not re- 
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ceive much attention, and in this instance I refer to 
theatrical displays. The Lucas Theatre, one of our 
Savannah clients, has a large window, twenty-five by 
six feet, and for this we prepare an average of two 
settings weekly. These generally employ motion as 
an attraction medium, but at intervals, cut-outs and 
pictorials replace them, every effort being made to 
avoid monotony. . And the best part of it is that quite 
often we have to study hard to plan a window to suit 
the forthcoming ‘movie.’ 

“T am proud of my studio. Pictures and stories 
concerning it have been broadcast over the entire 
country and several foreign countries. It is unuusal 
in decoration, being in purple and gold, the floors car- 
peted and the walls adorned with pictures. I have 
five rooms, one containing my Cutawl for making 
window panels, backgrounds and theatrical cut-outs, 
another for sign work (I have a sign writer), another 
for movie slides, and two display rooms.” 





Boosting for Better Baking Displays 
(Continued from page 15) 

Backing up this close personal contact, the baker regu- 
larly receives special advertising literature from us on the 
subject of effective display. As an example of the type of 
helpful and practical material sent the baker regularly, we 
recently distributed copies of a book, “Fhe Five Points of 
Merchandising,” written in simple, easily understandable 
style, and based on our own experience in making bakers 
better merchandisers. In this book we use pictures of the 
“before and after” type, showing actual bakeries as they ap- 
peared when on the brink of failure—old-fashioned, ill- 
kept, and with antiquated display arrangement—contrasting 
them with photographs of the same bakeries brought up to 
date with new fronts, clean interiors and modern display ar- 
rangements. The contrast, of course, is striking, and this 
picturization helps to impress the baker with the importance 
of the methods we recommend. Costly features are listed as: 
(1) Untidy paint; (2) pan rack; (3) open window; (4) care- 
less display; (5) dirty glass. Good features recommended 
are: (1), Raised window floor; (2) closed back; (3) fresh 
paint; (4) good display; (5) clean sidewalk. 

Many suggestions are made for improving both the ex- 
terior and interior appearance of bakeries. Attractive color 
schemes are suggested, diagrams of good window floor plans 
are shown, holiday displays and week-end ingredient displays 
are explained and pictured. The requirements for a well- 
built window are listed, the disadvantages of open back win- 
dows are shown, permanent and changeable curtain displays 
are dealt with, window and store lighting is discussed, and 
good lighting plans and fixtures are illustrated. The best 
ype of store display cases and racks are pictured and their 
advantages outlined, different types of floor coverings appro- 
priate for the retail bakery are dealt with and pictured, and 
outline diagrams of-the best methods of bakery shop interior 
atrangement and display are shown. The book constitutes a 
short manual of the most effective modern display arrange- 
ments and merchandising methods specifically applied to re- 
lal bakeries and is a typical example of the work we do to 
prove bakery methods. 

The Fleischmann Company has been working steadily for 
‘great many years to encourage retail bakers to become 
better display men and better all-around merchants, and we 
have always found that the baker who is alive to his display 
‘pportunities and gets in the habit of making the most ot 
them will also keep up his interest in better merchandising 
methods of every kind. f 





W. D. A. A. CHOOSE GOTHAM FOR MEETING 

At the last meeting of the Board.of Trustees of the Win- 
tow Display Advertising Association it was decided to hold 
the next annual convention in New York. 
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Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 


Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. ’ 

This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 


The DISPLAY WORLD, Cincinnati, O. 

















If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You’re reading this issue and no doubt have 
found it offers a complete review of modern, 
up-to-date window and store display methods 
and experiences. You can’t get the full benefit 
from The DISPLAY WORLD unless you get 
it regularly, and the cost is only $2.00 per year, 
less than 17 cents per copy. Use this order 
blank TODAY. 


ORDER BLANK 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 
Gentlemen: Enclosed find $2.00 for a year’s subscription to 
The DISPLAY WORLD, 12 issues, beginning with the next 
number. 


Add 10c to checks for exchange; 50c addi- 
IMP ORTANT tional tee Caeeaaen and perth orders. 
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A New Theme for the Bridal Display 


Andrew Matser Gives New Zest to June Showings of Finery By Use 
of Panels Disclosing Marriage Customs of Far-Off Lands 


UMBERS of bridal displays began to ap- 
pear toward the close of April, and shortly 
stores of all types were featuring wares 
appropriate for gifts, for the trousseau, or 
equipment of the new home. In the ma- 

jority of instances the apparel windows featured the 
modern bride in all the glamour of the trailing veil, the 
frills and decoratives of the formal church wedding, 
and her retinue of attendants. An unusual departure 
from this plan was found in the windows executed by 
Andrew A. Matzer for the F. & R. Lazarus Company, 
Columbus, Ohio, who supplemented the formal wedding 
scenes with conventional showings of bridal goods, made 
interesting by bright background panels in which the 





varying marriage customs of the world were recorded. 

The first of these showed the significance of the 
old shoe, familiar as a missile hurled at the bridal pair. 
A card related that the Anglo-Saxon father gave to the 
son-in-law one of-the bride’s shoes as a token of the 
transfer of authority. Then the bride was tapped on 
the head by the shoe. Another window showed a Dutch 
bride drinking the wedding wine, called the “bride's 
tears.” This painting depicted the origin of the bridal 
shower. Here the girl, marrying against her father’s 
wishes, had no dowry. Kindly neighbors gave her a 
shower and furnished an unusual bridal “dot.” This 
window also presented decorative ideas for the bride's 
new home. 


HOW THE THEME WAS HANDLED—Glimpses of the Lazarus Panels Revealing Picturesque Peasant Marriage Rites. 
In the foreground Are Trims 0‘ Gifts and Trousseau Articles. 
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Further on was a Bavarian bride with her wreath 
of myrtle, a window card explaining that this was the 
provincial substitute for orange ‘blossoms. 


The Central Figure in G. R. Russell’s Bride Windows 


A Chinese bride and groom, dressed in red, were 
shown in a window, with a card which declared that in 
China the bridal group are dressed in red kimonos, sig- 
nifying that they have entered the state of marriage. 
This window presented intima‘e attire for the bride. 

Negligee and other intimate accessories were shown 
ina display in which appeared an oval depicting the 
Hungarian bride. The window card in this instance 
declared that the wedding feast lasts three days, all 
weddings taking place before Lent.. The bride’s wealth 
was denoted by the number of skirts she wore. Cus- 
toms prevailing in Russia, Spain, Italy, Brittany, Nor- 
way and Bulgaria were then depicted. 

Among the sections of the bridal displays which 
appealed to all passers was a honeymoon cottage of five 
units shown before special backgrounds made of insu- 
lated board and..“‘textoned”’ to simulate the interior of 
a Spanish home. Each room was completely furnished 
to the fullest detail, in many instances suggesting gifts 
for the bride’s new home. 

Here in turn were shown proper settings for the 
ilarium and the bedroom, which was pleasing in an 
wchid color scheme. The dining room was decorated 
nblue and the living room had green settings. 

George R. Russell, who recently assumed the post 
i display manager for the Wm. Hengerer Company, 
suffalo, used eight windows in his exposition of bridal 
foods, among which the unit presenting the bride was 
most conspicuous. This was designed and prepared by 
Mr. Russell, who personally painted the background. 
lt was executed in silver leaf on a specially fashioned 
“reen and was then glazed in different shades, ranging 
tom oxidized silver to a muddy silver blue. Behind 
this was a backdrop in black and silver which was pre- 
‘ented in its unrestrained contrast, the only silver deco- 
tatives free from the glaze. The gown worn by the 
figure was designed by a famous modiste and the veil 
Was ten yards long and six yards wide. 
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24Erie Street 
MILWAUKEE, WISCONSIN 
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J. B. Timberlake 
& Sons Co., Inc. 


Manufacturers of DISPLAY FIXTURES 
JACKSON, MICHIGAN 


Moderate prices. Excellent quality. 


Price Card Stands, Tee Stands, Drap- 
ing Stands, Garment Stands, Piece 
Goods Stands, Hosiery Stands, Colored 
Light Screens and Gelatines. Lowest 
in price, but of real merit. 

Easels and Display Racks for china, 
etc. 

“Yulite” Electric Christmas Wreaths. 
Build your trim around these beautiful 
imported garlands. 


Displaying at Detroit I. A. D. M., 
Booth No. 8, Convention Floor. 


Ask for Catalog No. 35-C and Lowest Revised 
Price List on Fixtures 


Ask for Circular No. 41 and Price on 
“YULITE” Electric Wreaths 
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Dressmaking Revival Fosters Drapes 


American Displaymen Meet the Contingency With Showing of Yard 
Goods That Make Europeans Look to Their Laurels 


NE of the most inter- 
esting distinctions 
between American 
and European dis- 
displays is the em- 

phasis which is placed upon 
draping by the overseas window 
decorators, a circumstance which 
may be explained by the greater 
interest exhibited in yard goods 
abroad. This is not surprising 
in view of the extent of home 
dressmaking in Europe, where 
the ready-to-wear dress and suit 
is as rare as the workman who 
owns an automobile. 

The economics of the two 
continents are vastly different. 
In America the day of the “cap- 
tain of industry,” the hard-fisted 
slave driver of nineteenth cen- 
tury manufacturing, is past, and a new conception of 
production has come in. Speed and volume, achieved 
through labor-saving machinery, give the American 
factory owner an advantage which his predecessor 
sought to obtain through badgering of his labor 
forces. It is beginning to be apparent that the same 


humanity which supplies the labor power for the shop. 


constitutes, in a large measure, the consuming public, 
and that its ability to purchase the output of the mills 
determines the extent of their prosperity. 

As a result there has been a constant search for 
means of reducing manufacturing costs as a prelude 
to cheapening prices and increasing volume. Each 
move of this character has added to the buying ca- 
pacity of the masses; each addition to their purchas- 
ing power has made it possible for them to buy a 
wider range of merchandise. 

This explains the rapid decay of home industry 
in the states, as the housewife finds it possible to 
purchase goods formerly made up under trying handi- 
caps at a cost which practically parallels the expense 
of home production. 

This happy condition has not yet arisen in conti- 
nental Europe, and, in consequence, millions of her 
folk continue to grub out an existence in much of the 
same hard fashion as their ancestors. American in- 
fluence toward greater distribution of creature com- 
forts is being felt, however, and this urge toward 
higher standards accounts for the trend now easily 
discernible. 

It is interesting to note while analyzing the effect 
which European conditions exercise upon draping 
that this form of display is reviving in America, but 
for reasons utterly unlike those which promote its 
use across the seas. 


Giant Blossoms Fashioned from Rose and Green Crepes Reveal C. L. Francovich’s 


Ability as a Draper 


The development is not surprising. American 
womanhood is glad for the boon of ready-to-wear, re- 
lieving them of much of the drudgery of earlier sew- 
ing. Buts its more particular members revolt against 
the characterless garments and the unvarying mass 
production of the apparel shops. Mere man may be 
content with garments which are as similar as peas 
from the same pod, but women—never. Not one of 
them can bear the humiliation of witnessing her newest 
dress duplicated in cloth and design in the garb of one 
of her friends. Not one but believes her personal charm 
rests in clothing of distinctive individuality. 

The dressmaker, or the modiste ‘as she is now 
termed, has staged a sensational comeback since the 
tide turned, and now many of the leading stores are 
sponsoring dressmaking classes, and, in some in- 
stances, cut out the goods as an inducement to their 
purchase. 

The displayman’s role, in fostering this interest, 
is manifested in the variety of drapes which he has 
devised, a number of which are set out in the accom- 
panying illustrations. One of the most colorful 0! 
recent installations was that of Charles L. Franco- 
vich, display manager for Wolf & Dessauer, Fort 
Wayne, Ind., who handled a showing of rose crepe 
in such fashion that two enormous blossoms wefé 
shaped in the window, each flower composed of five 
petals, each petal revealing a different shade of rose. 
The flower designs were cut out of wallboard and 
behind each of them was a similarly improvised 
“leaf,” covered with leaf-green material. The centers 
of the flowers were of puffed green fabric, and the 
drapes of these goods fell straight to the floor and 
were caught up by a rose flower. They were used 
to represent stems. 
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The sweeps of each flower 
were composed of the same 
pieces of silk from which the 
fowers were fashioned and they 
were laid out in shades ranging 
irom light to dark. The basket 
of flowers which relieved the 
enter of the foreground was 
filled with rose-colored blos- 
gms, harmonizing with the 
color scheme of the rest of the 
display. Despite the pretentious 
character of this trim, the de- 
signer did not hesitate to include 
a price card which gave the 
essential merchandising tie-up. 
Art received unstinted recog- 
nition at the hands of Joseph G. 
Wernig, display manager for 
the Bernheimer-Leader Stores, 
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Inc, Baltimore, when he in- 
stalled a showing of flat crepe 
recently. In his capacious, light 
wrner window, hung with light background fabrics, 
he showed an artist in cap and smock before his 
easel pensively considering his “canvas.” Draping 
ixtures flanked the picture at both right and left; 
fold upon fold of the cloths rippled and eddied on 
the floor, giving a flash and vigor to the setting 
that possessed strong appeal. At the artist’s left, rose 
a second easel supporting a huge palette, on which 
appeared daubs of color created by puffs of crepe. 
These were sources of the drapes which trickled down 
behind the palette to end in colorful swirls upon the 
floor. Describing the display, which he declares was 
ne of the most successful of the season, Mr. Wernig 
says: “The artist has finished his picture, which is a 
kndscape.. Trees, stream, sky and background are all 
worked out in their natural colors (in fabric) as 
shown on the palette and the drapes.” 

It is interesting to note that despite the ambitious 
aspects of this installation, Mr. Wernig saw fit to in- 
toduce a number of price cards, splendidly executed 
and set up in holders. 

In the group of eight illustrations which appear 
inthe opposite page, the draping methods of eight 
display executives are delineated. Walter Nyeland, 
bt the Paul Davis Dry Goods Co., Waterloo, Iowa, 
shows a comparatively simple scheme in which he 
‘ts two hanger draping fixtures and a wax figure. 
The fabric is secured at both ends of the hangers, 
hnd develops two sweeps as it approaches the floor, a 
sp appearing between the draping heads. The figure 
‘ipports a light drape secured at the shoulder and 
ralling down across the arm to be skirted up at the 
Nast from which the final sweep falls. 

Much of the same plan is used by J. H. Richter 
ind his associates in the adjacent drape for The Fair 
‘ore, Chicago, save that his wrought metal fixtures 
fate three-headed drapes and the drape about his 
sure is more elaborate. : 

Louis Sitner’s window for the Boylan-Pearce Co., 
leigh, N. C., which appears at the right in the 


frock of the same material. 


The Color on the Palette and the “Canvas” Were Fashioned from Fabric in 
J. L. Wernig’s Unusual Baltimore Display 


second tier, effects an easier presentation. A simple 
drape of contrasting fabrics lies in the foreground of 
this arcade window, and behind this is a figure seated 
under a vine-covered trellis. Clothed in a light drape, 
yards of goods are piled before her, covering the 
trellis seat, pouring out over the floor and inundating 
the entire center of the window. A darker drape in 
the extreme rear scarcely affects the showing. Lustre 
is added to the entire display by the colorful pictorial 
background that rises above the abbreviated perma- 
nent wood panels which line the back. 

Everett Quintrell has forced his faddishly figured 
goods through the narrow openings of his ultra- 
modern fixtures and brought them down to the grass- 
matted floor in broad flowing sweeps. In the center 
is a pretty wax model wearing a blouse made of the 
same material, giving an inkling of its purpose and 
its adaptability. To further heighten interest in his 
subject-matter he places in the center of his back- 
ground a pictorial of a snowclad dale, matching in 
outline and execution the motif of the fabric. This 
is relieved by two background hangings, which blend 
it into the permanent background without a sugges- 
tion of conflict. 

In the drape which appears at the right of the 
lower tier are demonstrations of arresting contrasts 
of figures and materials. Here the designer has 
achieved an extraordinary interest by garbing china 
figures in bright silks set off surprisingly well by the 
gleaming white of the models. In the center is a hori- 
zontal draping fixture permitting a wide-striped cloth to 
drop down upon a table in the center of the back- 
ground. On the floor, the sweeps, together with scarf 
and bag accessories, banish impressions of bareness. 

The three remaining pictures illustrate the work 
of R. K. Henry, of the Efird Store, Charlotte, N. C. 
They clearly exhibit the good use which he makes of 
novelty. In his upper display are two conventional 
round draping fixtures flanking a figure dressed in a 
This is an island window 
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The Excellence of American Display Draping Is Fully Attested by These Typical Examples 


which gives extraordinary promotion value to his 
showing. In a corner window he installed the multi- 
color drape shown on the opposite side below in which 
the cloth is spanned in skirt fashion from the waist 
of a centrally posed figure. Light colored fixtures 
on each side show masses of viney decoratives 
Even more attractive is his canopied drape in the 
lower tier in which fabrics suitable for sports wear 
are converted into an awning such as sometimes is 
seen before a country club. ‘Below this is a head 
swathed in a drape that flows down from its shoulders 
to conclude in a frilly wave at the edge of the floor 
covering. A loving cup and golf clubs, featured on a 
small table, are set off by accessories of hats and 


shoes while masses of cloth on the floor simulate th¢ 
plush puffs which are customary. 

All this is convincing evidence that the Americal 
displayman lacks not a whit-of the ability of i 
European counterpart in a field which is especially 
dear to the latter. It also demonstrates the Amet 
ican’s capacity to gain the utmost from his wares and 
to couple them with the acme of impressi¥eness am 
interest-producing media. Likewise, it declares his 
recognition of his public‘s craving for scenes linked 
with the activities of life as distinguished from the 
idealistic treatment which is found in the carniv 
and dance figures now employed so frequently in Ger 
man and Dutch windows. 
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With the New York Displaymen 


(Continued from page 51) 
q jolly fish, if fish can be called jolly. 

lt is amazing what is being done with shoes. Stereotyped 
methods are in the discard. One of the most successful in 
developing a new and smart note in shoe display is Mr. Biggs, 
of Stern’s. I have noticed two lovely windows. One featured 
gray shoes and had a color scheme of blue and silver, the 
draperies and floor covering being blue and the modernistic 
cabinet boxes being blue and trimmed with silver. The other 
achieved an irregular pyramid effect and at each end, some- 
what apart from the central unit, were two square green posts 
and green cactus. The cactus proved very decorative. 

Mr. Biggs is also featuring early American interiors with 
good results. I particularly liked a bedroom of early Amer- 
ican maple, which ‘made profuse use of a quaint cretonne of 
cool green in Pilgrim Toile de Jour pattern, which depicts 
historical events of colonial days. This cretonne was used 
for draperies, for a wall hanging, for a bedspread and for 
chair backs. It is delightfully picturesque and comes in a 
variety of colors. 

At Gimbel’s, a window that attracted attention was one 
devoted to an amusing collection of rare canes. Another 
Gimbel window was devoted to straw hats under a striped 
awning with a shimmering background of shredded green 
celluloid material. Luggage gave it a travel atmosphere. 

Which reminds me that travel windows abound. Almost 
every store has had one or more. Maps, screens composed 
of travel posters pasted together patch-fashion, duplicates of 
a railway station, vacation and travel booklets, are only a 
iew of the devices used to indicate trips abroad and to the 
seashore and mountain resorts. At Lord & Taylor’s a screen 
of travel posters was used. Blue tweed coats were displayed 
and much handsome luggage, while their “Ask Mr. Foster” 
travel bureau service was emphasized. At Arnold, Constable 
& Co. a huge map had streamers pinned to the most famous 
capitols and resorts abroad. These streamers were attached 
to railway and steamship folders scattered on the floor. 
Luggage and apparel completed the picture. At Hixbie’s a 
large steamer cut-out poster gave the effect of a steamer ap- 
proaching the docks. At Altman’s an awning was used over 
agate or doorway of iron grille work with ornamental plants 
to create the illusion of an entrance to a hotel or private estate. 

Altman’s deserve special mention for the remarkable 
screens appearing in most of their avenue windows this week. 
These screens of various sizes are of silver with decorations 
in black. The decorations are modernistic and resemble 
many things, such as bars of music, skyscrapers, airplanes, 
mechanical devices, etc. Almost any interpretation could be 
put on them, if one must. But that is neither here nor there. 
They are startlingly effective,.and, strangely enough, you like 
them; they have such a wide-awake, advanced look, and they 
are decorative. 

For screens of small size none are half so vivid and colorful 
as those used by the Marinello Shop on lower Fifth Avenue. 
These are in greens, reds, blacks and golds of the intensity 
and velvety finish so characteristic of some butterflies. They 
have cobwebs in gold, Pierrot checks of fantastic proportions 
and intricate sunburst motives for designs. A few have small 
utches and shelves for display of Marinello products. In 
other windows the products are artistically arranged in front 
ot the screens. 

Farther on down the avenue at Fourteenth Street is 

Hearn’s. A window which kept the crowds continually in- 
rested was a miniature duplicate of the Windsor Print 
Works, which is two stories high. The story of how their 
Materials are printed was told by illuminated colored movie 
‘ides appearing in the windows on the second floor. At. the 
‘ame time the corresponding window below would be raised, 
tvealing actual dummy machines in operation. Most of the 
‘owd stood there ten minutes or longer to see the whole 
‘ory, which goes to show that educational windows get their 
share of the passersby. 
Ce si return uptown, Lord & Taylor's, true to tradition, was 
; only store to capitalize on Lindbergh’s thrilling flight to 
aris. They staged an exhibit in one of their windows of 
‘Xact copies of the instruments used by Lindbergh. 
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~Practical 


If You Didn’t See It at the 
Convention ... See It Now— 


WROUGHT IRON aud 
SOLID WALNUT COMBINATION 


ONLI-WA DISPLAY FIXTURES 


Here is a clever new idea that is sweeping the 
country ... real wrought iron, hand wrought, not cast- 
ings, combined with solid walnut modeled into fixtures 
that harmonize beautifully with any type of display. 


With these new fixtures it is a simple matter to re- 
lieve the cold monotony of ordinary displays. Write 
Onli-wa today for our new supplement showing these 
fixtures. . 


DO YOU KNOW that Kline's exclusive 


women’s apparel shops, 
both of Cincinnati and Detroit, use a large 
quantity of ONLI-WA display materials? 














| The ONLI-WA FIXTURE Co. 


Dept. D. W. 
St. Paul Ave. 





Reg. U. S. 
Pat. Off. 


Dayton, Ohio 
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4 For Beautiful and Attractive 


Summer Displays 


Use richly patterned fabrics that will attract 
passers-buy to your windows. 


3 FLOWERED MENDELINE 


, . . . 

> Beautifully embossed rose and spider web design 
% in a variety of color combinations. 

4 

> 


ROSE PATTERN SATIN 


Designed in colorful groups of lifelike roses on a 
background of black satin. 

Our fabrics are handled by the largest display fix- 
ture dealers, who will be glad to show you our line 


MENDELSOHN’S TEXTILE CORP. 


156 West 45th Street New York 
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The Eye is Not Satisfied with Seeing 


Ancient Adage Has Its Warning to the Windowman Who Is Content 
With Mere Exhibition of His Wares—Study an Essential 
By C. L. T. BEECHING 


Secretary, British Grocers’ Institute, London, England é 
From an Address Delivered to the British Association of Display Men —: 


Y “display” I understand “the ordered 
and considered exhibition of the actual 
goods to be sold’—thus excluding from 
my purview the writing about them as in 
advertisement, the picturing of them as on 
poster or as in illustrated catalogue, or the talking about 
them as in salesmanship. Important as all these are as 
branches of selling, they are not more so than the show- 
ing of the goods. And, obviously, the better this show- 
ing can be, the more effectively will the goods be self- 
commendatory to those who see them. A fine display 
in the window and in the shop will always have a re- 
mote purpose and approximate purpose. The remote 
purpose is to give tone to the premises, to generate the 
idea in the neighborhood that the establishment is a 
first-class one, to render it attractive, to make it talked 
about ; in short, it enables it to impress itself powerfully 
on the community. The proximate purposes are to 
effect sales, and again sales, and still more sales; and 
this, first, by inducing the beholder straight away to 
enter the shop and.demand the articles shown; and, 
secondly, by bringing the beholder, the customer, in, 
so that the salesman come in personal contact with his, 
shall I say, victim! 

From the community point of view, too, there is no 
inconsiderable value in the development of the art of 
display. It makes very materially for a brighter Lon- 
don, a more scintillating and interesting Oxford, a less 
woeful Wigan, as the case may be. Ascend, for ex- 
ample, from the underground station at Oxford Street, 
or Kensington High Street, and you will find yourself 
as in a vast open-air picture gallery, where throngs of 
people (principally women) obstruct the sidewalks for 
many thousands of yards, feasting their eyes on the 
extremely artistic displays which meet them on every 
hand. Would all this be possible if the various emporia 
hid their lights under bushels—that is, kept their mer- 
chandise inside and stored in the packages and recep- 
tacles in which they received it? We can conclude that 
the displayman and woman have not the least important 
of functions to perform in the world of commerce, and, 
indeed, of social life! For where the carcass is, there 
will the eagles be gathered together, and where the goods 
are best displayed there will the eager buyers most 
thickly congregate. 

This being so, we might well consider broadly the 
characteristics of the ideal displayman. 

He (and I beg you to include the other sex in this 
pronoun) must be that not very usual combination of 
artist and business man. An eye to beauty and artistry 
should be combined with a nose for sales. He must 
have the commercial as well as the artistic instinct. 
“The eye is not satisfied with seeing,” said the wise man 
of old. Woe to the window dresser if the beholders 
who throng to see his efforts are content with the mere 





displayman, have an idea about your goods whic! yl 


seeing. Only half, or less than half, of his purposes 
will have been effected. The displayman’s equipment, 
therefore, presupposes at least a foundation of natural 
aptitude for his work. Just as the poet, said Cicero, is 
born, not made, so must that other artist, the display- 
man, have had the inclination, the potentiality, born in 
him. But in general this will not be enough; the poet's 
potentiality has always been made actuality by study, 
by training, by experience, by practice, and so the dis- 
playmen will be the result of crude material fashioned 
in the same way. 

The foundation of such training is, in our opinion 
a thorough knowledge of the goods of his particular 
trade, not only in themselves, but in relation to the com- 
munity which uses them. This on the commercial side. 
He must know his goods and know his public. This 
part of his training will be largely carried out in the 
shop itself, by contact with the customers, by observa- 
tion, by noting the effect of displays, by gauging fre- 
quently and often how this or that display has influenced 
not only the presence of the customer in the shop, but 
how it has influenced her wishes and demands. It may 
also be that a systematic study of the goods, their or'- 
gin, composition, markets, seasons, qualities, uses, 
carried out in well-arranged classes, will be a desirable 
part of the displayman’s training. The trade of the 
grocer and provision dealer, with which I am most 
familiar, is finding this practice increasingly of value, 
and it would seem to be applicable to quite a number of 
other important trades. 

I would plead here for the educational volue of the 
trade press, and perhaps not least of the advertisement 
columns. I am sure that a faithful study of these media 
can be of inestimable value in keeping the displayman’s 
outlook well abreast, if not in advance, of the times; 
for he must ever be on the lookout for something new, 
bearing in mind that novelty is always an attraction to 
a people who, like St. Paul’s Athenians, are continually 
on the lookout for something new and strange. 

Display has been called the “craft of silent ‘salesman- 
ship.” A display of goods is a persuasion, an argument 
if you will, in the concrete. It is founded, at all events, 
on the well-known and important doctrine of suggestion, 
on which modern psychology lays so great a stress. 
Visualized as an argument, it presupposes some opp 
sition on the part of those to whom it is addressed. This 
opposition, generally speaking, can only arise from the 
reluctance of people to spend money—hence, I supposé 
good window dressing is of greater importance the 
farther we travel north! It would likewise be moré 
necessary in lean rather than in more prosperous times. 
But it is better regarded as persuasion. You, as the 


seek to impress upon other people, the possible buy. 
You rely'on the attractiveness of the goods, which you 
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enhance with all the art of which 
you are capable, dressing them 
out to form a picture which shall 
charm at first and then excite 
cupidity and the desire to possess. 
Your idea and its presentation 
must have the qualities which 
Descartes laid down, it must be 
clear and distinct rather than ob- 
sure and confused. The display 
should thus be homogeneous, 
concentrated, definite, so that he 
who runs may read—so that it 
may pull him up with a round 
turn, and not allow him to run 
past it. I lay stress on this, the 
window is a concentrated pur- 
pose, because diffuseness, inde- 
terminateness: and lack of pur- 
pose, are the marks of nine- 
tenths of displays. They lack 
essential meaning, and therefore 
suggest nothing. 

To quote examples of the 
opposite, I would instance among 
grocers a window with pudding 
fruits, well displayed, in mid- 
November; a window showing 
picnic hampers and their contents 
in June; a window showing sum- 
mer beverages in July; a window 
“featuring” spring-cleaning requi- 
sites in April. Among outfitters, 
a window showing sport cloth- 
ing in May; a window displaying 
shooting paraphernalia early in 
August or in September ; a win- 
low displaying bathing kits in 
July, and so the list might be in- 
lefinitely extended. See here 
that time has an important bear- 
ing on the suitability of any dis- 
play. You the displayman, eager 
0 make your fruitful sugges- 
tions, will not fail to notice that 
the suggestibility of the potential 
buyer varies with the season of 
the year. In fact, you have to 
play up the craze or fashion of 
the moment. In every case your 
display must be attractive, yet its 
power to please, even to amuse, 
must never be allowed to ob- 
‘cure its prime purpose, namely, 
0 sell, or to facilitate sales. It 
lust ininister to the sequence of 
mental activity in the largest 
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ATTRACTIVE GROCERY DISPLAYS—The top and bottom windows are by Willard 
E. Bergy, Schroder Bros., Battle Creek, Mich. The upper display shows Monarch 
canned goods, the lion’s head showing through the shield following the form of the 
Monarch trade-mark. The lower display featured chop suey. The center window, by 
O. P. K. Hjermstad, Hjermstad Bros., Red Wing, Minn.. featured cereals admirably. 


possible number of beholders culminating in the sale. on a marketing errand. They are primed and ready to 

Now this sequence of mental activity is quite easy receive impressions. Quite obviously, other things being 
trace. It arises on a background of indifference at equal, the most attractive premises, the most alluring 
the lowest state of the tide, so to speak. The next stage displays, will be those calculated to give these impres- 
‘when the shopper rallies forth with a vague intention sions most powerfully. Your displays will be designed 
ot buying, Naturally, she seeks the market streets of deftly to insert into the minds of all who witness it not 
the town. We can trace now the condition of general merely the knowledge that you possess the goods, but 
‘Uggestibility among the crowd of shoppers who are out that you can deliver the goods better than any one else. 
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Putting the Headquarters on its Feet 


How the First Full-Time Manager of the German Windowmen’s 
Association Put the Organization on a' Firm Footing 


By ERICH DE ROCHE 
Managing Director, German Association of Window Decorators 
From the Managing Director’s Report to the Leipzig Convention, Held March 12-13 





If resources are taken into consideration the means 
of the German and Holland display organizations are 
scarcely comparable to those of the American movement. 
Two years ago, the German body had no paid officers 
and its administration was committed to volunteer staffs. 
In 1926, Erich De Roche was chosen as managing direc- 





MEETING AND SOLVING THE PROBLEM OF SYSTEMATIZING A NATIONAL MOVEMENT 


tor. What he and his associates have done to bring order 
out of chaos and the success that they have won in firmly 
establishing their national body is disclosed in De Roche’s 
report to the national convention held at Leipzig in March. 
Under their guidance the most numerous. display organiza- 
tion in the world has been enrolled and disciplined. 





N presenting a report on the activities of the 
year it is necessary to go back to the gen- 
eral assembly of 1926, when I was elected 
as the first full-time managing director. 
At that time the association had reached 

the conclusion that its growth warranted the employ- 
ment of a salaried director. While it is not within 
my province to comment upon finances, I may, how- 
ever, say that the financial outlook was not altogether 
rosy. In spite of this uncertainty, I took over my new 
post with pleasure and gave up my position. I want to 
make clear that it is a fact not recognized by a great 
many that I assumed the post of managing director 
under circumstances none too promising. : 

I also realized that the position was no longer an 
empty honor, since, with the growth of our member- 
ship, the demands upon our office organization had 
greatly increased. On the 20th of March we moved our 
headquarters from New Cologne Street to Mauer 
Street. I found approximately four hundred new mem- 
bers enrolled under the administration of Herr Kall- 
meyer who had not been registered, and also a great pile 
of unanswered correspondence. Both tasks required 
my first efforts. 

Our office equipment consisted of a typewriter and 
a typewriter desk. Fortunately, we could afford to buy 
a few tables and thus laid the foundation for expansion. 
Books were purchased and files were organized. Our 
headquarters were decorated by our Berlin colleagues, 
and little by little new changes were made in our office 
equipment, but they were, however, always cheap and 
of the most primitive sort. Our bookkeeping was prac- 
tically nil. It was high time that a system was insti- 
tuted, as our organization had already enrolled 1,100 
members, but no blame could be attached to anyone, as 
it was simply impossible to find time. It must not be 
forgotten that the preceding manager had given his best 
to the society, since he had not only fulfilled his duties, 
but at the same time followed his occupation and earned 
his living. Approximately six months of unlimited toil 
was required to bring order out of the chaos and organ- 
ize the new equipment. Then began our routine work. 
I cannot too highly stress the fact that I had but one 
assistant to enable me to handle all outgoing correspond- 
ence punctually and to clean up the hang-over from the 
past. To this.task must be added the fact that the 





growth of our. membership never ceased, but, on the 
contrary, to our pleasure, kept constantly progressing 
with new clubs constantly organizing and great increase 
in our correspondence following. With the division of 
the country into districts governed by an executive com- 
mittee, it became necessary to again re-group the mem- 
bership files. These were then laid out in alphabetically 
arranged lists and a new system of bookkeeping ar- 
ranged suitable for our purpose. 

One of the great defects of our organization was 
that no efforts had been made to collect arrearages from 
members who had fallen back in their dues. Whether 
they paid or not, they received their magazines just the 
same. In recognition of this deficiency we instituted a 
collection system, and, with the approval of the national 


committee, employed several girls to get out the collec- : 


tion letters. These helpers proved efficient ; in collabo- 
ration with the treasurer, this system was installed and 
the process of collection instituted. 

When furnishing our office originally we bought 
frugally and placed our hopes on a more prosperous 
future. Those who are acquainted with our headquar- 
ters must confess that they were scarcely appropriate 
for a society of our present standing. We are proud, 
however, that we have not plunged into any changes. 
but that we have chosen to work up gradually toward 
better standards slowly and honorably. Hopefully | 
show in this report that in the next year, with the con- 
dition of our treasury constantly improving, it will be 
possible to install better furnishings. We are today n° 
longer the small group which we were in former years. 
We are no longer the weak society of the past. Today 
we have arrived. Everywhere we are known and recog- 
nized as the official craft organization of the window 
decorators of Germany. 

Our correspondence goes today over the eutire 
world. In many of the surrounding countries we hav¢ 
members, and with pride we can look out today on out 
affiliated sister society in Holland. Our correspondence 
with kindred organizations in foreign lands is more tha" 
pleasing, and especially welcome is our fraternal col 
tacts with our English friends. Not only does our pub- 
lication go’ throughout the entire world, but also 0’ 
correspondence. 

In 1926 we received approximately 6,000 letters and 
cards and sent out 7,122, including our own circulars. 
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A REMARKABLE OFFER! 


While Present Edition Lasts 
The Well-Known Koerber Book 


“The Art of Draping” 


REGULAR PRICE, $3.00 


Thousands of copies have been purchased by 
displaymen everywhere. If you do not have a 
copy, get yours now 


AT THIS GIVE-AWAY PRICE 


This book is a complete, modern and practical text and y 

reference book on the subject of mercantile and display 

draping. It covers 

the subject thor- 

oughly, comprehensively and authoritatively, and is profusely illustrated with 
~ diagrams, pen drawings and photographs. 


a life spent in the execution of original and artistic display settings by the 
country’s foremost draping authority. 


} 


ie ae 
D R A p IN ‘* The contents of this book is a revelation, as it comprises the experiences of 


I 


It is written in a way to be of equal value to the student or professional. It 
tells you just what you want to know, just how to ‘make the popular drapes 
so essential to modern display presentation, how to handle fabrics without 
injury or soiling, goes into detail on how to proceed, shows by diagram the 
various steps, and then illustrates the finished drapes by actual window 
photographs. 















The Display Publishing Co. 











A copy of THE ART OF DRAPING, regular 


e e price $3.00, and a year's subscription to The 
Combination Offer: DISPLAY WORLD, regular price $2.00, a total $ 3 * 0 0 


$5.00 value, for a limited time only, both for 











Supply is Limited SPECIAL $1.50 ORDER BLANK 








Substantial cloth binding, 128 pages—size, 74%2x10%. Order your copy 
CONTENTS now. It will prove invaluable as an instructive guide or reference book. 
The Fundamentals of Draping. Remember that the opportunities in any specialized calling depend upon 
Fixtures—What They Are and Their one’s intimate knowledge of the art and skill involved therein. Draping is_ | 
Importance. a prime essential of modern window display embellishment, whether or not .«/f| 
How Records Are Kept in Display you have availed yourself of its advantages in your own display work. 
Department. Therefore, endeavor to learn the principles of the draping art, because you 
Efficiency in Decorator’s Room. may be called upon at any time to incorporate it into your own work. 
General Knowledge of Merchandise. Jerome A. Koerber knows his subject and imparts it intelligently, simply 
The Structure of Drapery. and thoroughly through his book The Art of Draping. It should be avail- 
Ornamentation of Drapery. able at all times for study and reference, and you can have your own copy 
Importance of Color and Color Har- now at half price, only $1.50. 
mony. ae Thousands of copies have been sold, and there is every reason to believe 
A Chart of Colors and Combinations. that this book has been instrumental in the great revival of display draping. 
Combining Colors by Use of Color Every displayman-decorator will find the ownership of this book a profit- 
Chant. ‘ able, educational and permanent investment. 
Some Pertinent Advice. 
bie to be Avoided. . 
raping Examples Illustrated and ’ 
Deen Now $1.SO Postpaid 





THE DISPLAY PUBLISHING CO.,, 
1209 Sycamore Street, Cincinnati, Ohio. 


Gentlemen: Enclosed find money order for $1.50 
for one copy of KOERBER'S ART OF DRAPING 
at the special rate. 


ORDER NOW! 





Puliishoes ines A Aaa . 
1209 SYCAMORE STREET ee : Newsy eae 
MR ie oe ks ee We ae ee a Wis MOE dirs aster a ese en 


CINCINNATI, OHIO 


NOTE—Add i0c to Checks for Exchange 
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Where the Dealer-Help Producer Fails 





Lack of Recognition That It Is Not an Advertising But Rather a 
a Selling Medium Has Forced Display Into a Fruitless Contest 


By ROBERT R. BROWN 
Display Counsel, New York City 


N this day of specialization Mr. Jack-of-All- 

Trades is finding it increasingly difficult to 

get work. The employer today is asking, 

“What do you do best?” and the job- 

seeker is forced to market specialized skill. 

As with men so with advertising. By and large, each 

advertising medium has its roots securely fastened in a 

specialty, and in proportion as each has stuck basically 

to its own knitting so has it prospered. Wherever is 

found a medium which has not kept pace in develop- 

ment with the average, reasoning from effect to cause, 

leads one logically to inquire in what respect it has not 

stuck to its knitting. 

In the case of lithographed dealer display, deduc- 

tions along the above lines ring unusually true. In the 
first place, few, if any, advocates of 


create the desire to possess, while that of selling is to 
effect the decision to buy. This distinction between ad- 
vertising and selling is rather arbitrarily drawn. inas- 
much as the creation of the desire to possess does not 
necessarily result in immediate buying, while the de. 
cision to buy demands the presence of a place to act. 
Consequently, by reason of its location at the point of 
sale, the primary function of dealer display is to close 
the sale. Selling, therefore, comprises the dealer dis- 
play’s job, and it is to this particular knitting that it has 
failed to stick. 

This broad condemnation of dealer display is made 
with full realization of the fact that every producer 
mouths the slogan, “Advertise at the point of sale.” 
But just therein lies the difficulty. Do not advertise 

at the point of sale; sell at the point 





dealer display, either from the user 


of sale. Soldiers don’t parade in the 





or producer point of view, would 


front line trenches—they fight. The 
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claim that it has kept pace in devel- 
ment with its fellow-mediums. It is 
true that a larger volume of such 
material is being bought today than 
ever before, but the increase in busi- 
ness generally can easily account for 
that. When the budget of four hun- 
dred million dollars for national 


Every producer mouths the slogan, 
“Advertise at the Point of Sale.” 
But just therein lies the difficulty. 
Do not advertise at the point of 
sale; sell at the point of sale. Sol- 


_diers don’t parade in the front line 


trenches—they fight. 


dealer’s store is the front line trench 


of advertising, and there should be 
staged the last selling “putsch” of 
the campaign. Herein displays now 
fall short; and, in doing so, pass up 
a unique opportunity. Not only that, 
but. more unfortunate still, is the 
fact that dealer display thereby 1s 





newspaper advertising is compared 


placed upon a point for point com- 





with that of twenty million dollars 

for all lithographed dealer display, there can be no doubt 
that displays are hopelessly trailing. Can dealer display 
be guilty of emulating Mr. Jack-of-All-Trades ? 

It must be recognized at the outset, however, that 
booking the retailer’s window presents a problem which 
is not found in the other mediums of advertising. With 
magazines, newspapers and posters space for copy is 
not an issue. With dealer display the very difficult task 
of winning over the dealer is introduced. However, 
except when close profit goods are involved, acceptance 
of displays turns largely upon their ability to enhance 
the appearance of the store. Failure of the display pro- 
ducers to recognize this fact has done more to retard 
the medium’s progress than any other issue. 

What, then, in substance comprises the dealer dis- 
play’s peculiar field, and in what respect has it failed to 
stick to it? For purposes of explanation, and for prac- 
tical ones as well, it is necessary at this point to draw a 
sharp dividing line between advertising and selling. 
While in a sense these words are synonymous, yet it is 
vital to keep in mind at all times the basic distinction 
between the two. The difference between these two 


merchandising factors is not one of the spoken and 
written word, as is often assumed, but lies rather in the 
primary function of each. To complete the sale, both 
the desire to possess and the decision to buy must be 
The primary function of advertising is to 


formed. 





parison with other mediums of ad- 
vertising, where, when devoid of its selling feature, 
it suffers severely by contrast. The distinction be- 
tween advertising and selling would be to no purpose 
were it not for the fact that the means of creating 
desire to possess is essentially different from effecting 
the decision to buy. Basically, advertising accomplishes 
its purpose by visualizing for the prospect the pleas- 
ure or satisfaction resulting from the possession of 
the product, while selling has to do with overcoming 
the reluctance to part with money. In other words, 
advertising creates a positive desire, while selling 
overcomes buying resistance. 

Of course, it is conceded that while the primary 
functions of advertising and selling are different, they 
possess secondary functions which overlap. In 4 
sense, all good advertising sells and all good selling 
advertises. In fact, the advertisers’ phrase, “forced 
demand,” is built upon the theory that it is possible 
to so dominate the prospect with the pleasure of pos 
session as to temporarily overcome his normal 
sistance to spending. This theory has been tried in 4 
number of instances, but the question of its efficiency 
is still moot. 

Granting sales to be the function of dealer display! 
why is it that most present-day dealer material at 
vertises instead of sells. It is evident from thre 
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points of view that this is a fact. Keeping in mind 
the primary function of advertising as being the crea- 
tion of the desire to possess, and visualizing for the 
prospect the pleasure derived from possession, let us 
exainine the way dealer material is sold in the first 
place, the way it is bought in the second, and lastly, 
the way it is judged. “Knockout,” “Clever,” “Artis- 
tic,’ “Striking,” “Ingenious,” “Great Stuff,” “Beau- 
tiful’ are some of the characteristic adjectives used 
in interesting the buyer. Do not display producers 
present their respective ideas to advertisers in those 
identical terms? Do not advertisers pat themselves 
upon the back in these same terms upon the selection 
of this or that idea? And do not salesmen and other 
critics become increasingly vehement in their praise 
or disapproval in proportion to the art or artlessness 
of the material? The point is that such terms are 
expressive of advertising rather than selling. No 
doubt the prospect who passes a display evoking 
any one of these characterizations gains a favorable 
impression of the product. But the trouble is that he 
passes rather than stops to buy. . 
Dealer display is by its natural attribute of loca- 
tion a peculiar medium, so let us not dissipate its 
virtues by converting it into simple advertising. 





PALMENBERG BRINGS OUT BRONZE FIXTURE 

Solid bronze fixtures for display are becoming increasingly 
popular, and rightly so, for they offer the displayman aids not 
only good-looking, but unusually durable. In addition, bronze 

















An Example of the New Palmenberg Craft 
offers everything that is desirable and nothing that is detri- 
mental in a fixture for display. It is neutral in color without 
sacrifice to warmth and blends in with any background or set- 
ting. It will not scratch, chip, peel, warp or rust, and can stand 
the hardest. kind of every-day usage. And last, but by no 
means least, the very richness of its appearance imparts an 
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atmosphere of quality without detracting in any way from the 
merchandise displayed. 

The new Gregorian line of solid bronze display fixtures 
retains all the practical advantages and adds a highly decora- 
tive appearance hitherto lacking in bronze fixtures. It is made 
up in a complete range of sizes of regulation display fixtures 
never before offered in solid bronze. The exceptional beauty 
of its design lends iself to fanciful fixtures such as heretofore 
have only been executed in wrought iron or brass. Supplied 
in either natural bronze or antique silver, these new creations 
constitute a group of solid bronze display fixtures that range 
from sheer simplicity to ornate decorativeness They are the 
most recent of a group of four solid bronze designs brought 
out and patented by J R Palmenberg’s Sons, Inc., 1412 Broad- 
way, New York City. 





NEW MANNEQUIN HEADS INTRODUCED 
The Anglo Display Fixture Co., 246 W. Thirty-eighth 
Street, New York City, has created a new type of mannequin 





Pair of Anglo Display Mannequin Heads 
head to fit over the ordinary dress form, thus converting it 
into a mannequin. This new novelty is constructed of papier 
mache with the bottom open so as to permit it to fit snugly. 
It is not affected by heat and is easily cleaned with the use 
of water and soap. Because of its moderately low price this 
head will prove quite popular in the display of millinery and 
other dainty articles as well as in coats, suits and dresses. 





SPUR TIE CONTEST 

Hewes & Potter, Inc., manufacturers of Spur Ties, have 
just announced their 1927 window display contest, July 4 to 
July 9. This will be one of the livest contests which they 
have ever pronounced. A total of 107 prizes have been 
offered, tapering down from a first prize of $250 to 100 fifth 
prizes of $5.00 each. These will be awarded to contestants 
judged most successful by a group of three judges, consisting 
of A. W. Coates, publicity and sales manager, W. W. Mertz 
Co., Torrington, Conn.; G. A. Smith, display counsellor, New 
York City, and O. Wallace Davis, display manager, H. Bat- 
terman Co., Brooklyn, N. Y. These men will judge each 
photograph on an impartial basis, awarding the prizes upon 
their estimate of window-pulling power. 

In this contest the big store has no better chance than 
the small, the best window winning as judged by three*men 
who have had years of experience in retail store displays. 
Entry is made by taking a photograph of your display and 
sending it to Hewes & Potter with the store’s name and ad- 
dress and the name of the individual who is to receive the 
award written on the back. All pictures must be in by Sep- 
tember 1. Every store that enters the contest will receive 
an award of $2.00. 
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FE. N. Martel, McAlester, Okla., is handling retail accounts 
as well as those of national advertisers. He reports that 
business conditions are showing improvement and that he has 
added several contracts recently. Among these are two new 
stores and a couple of banks. He is confining his work to 
McAlester for the present. 





Price cutting is the most formidable obstacle to sound 
business in display installation, according to T. Edwin 
Quarry, Altoona, Pa., who laments that several local display- 
men are content to accept a poor price for their work rather 

~ than decline it. This attitude, he charges, is working against 
the best interests of this branch of the profession. 





C. W. Abernethy has purchased the Washington Window 
Display Service from Maurice Kressin, who is retiring to 
devote his entire attention to the transfer business with which 
he has been identified for a long time. The business will be 
continued under the old name and will retain the same offices 
at 1317 New York Avenue, N. W., Washington, D. C. 





Advertising Cooperators is the name of a new advertising 
service organized at Utica, N.:Y., with offices in the Mann 
Building. Samuel J. Howe is manager and advises that the 
Heart Area of New York will be covered. In addition to 
distributing, sampling and market surveys, the company will 
specialize in window display installations for national adver- 
tisers. They write: “We are right here on the ground to 
look out:for our clients’ interest. We guarantee that your 
dealer help material is placed to the best advantage in the 
Heart Area. Experienced window trimmers will install ar- 
tistic sales-producing windows in stores where your mer- 
chandise is sold. Advertising Cooperators’ Service assures 
you of positive results. With our service there is a minimum 
of waste in dealer helps, such as counter cards, window dis- 
play material, etc.” 





The illustration herewith, showing the new headquarters 
of the Detroit Window Display Service, is, indeed, impressive 
proof that the display service business is making great strides 
and is enabling the live men in this field to build up a sub- 
stantial business. The Detroit Window Display Service is 
now located at 438 East Woodbridge Street, where they have 
a ground floor location. This gives them a show window of 
their own which can be used in many ways, not only to ad- 
vertise their own business, but to set up model displays for 
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Notes from the Display Service Field 
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The Detroit Display Service’s New Home—At the Left Is the New Front; Right, New Stock Rooms 
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advertisers. The new location provides much larger space, 
and this will facilitate the handling of the many large con- 
tracts now on hand and scheduled for the near future. 

Very adequate storage facilities are provided not only for 
the storage of the national advertisers’ display material, but 
also for the efficient handling of a large stock of crepe paper, 
The bin arrangement is shown in the illustration and pro- 
vides room for 300 gross of crepe paper, and it is planned to 
keep the stock of crepe paper complete at all times. In this 
way they will be able to serve their clients without any delay, 
regardless of the amount of crepe paper desired. 

This concern reports display installations during the past 
sixty days for the following products: Kolynos Tooth Paste, 
Forhan Tooth Paste, Iodent Tooth Paste, Auto Strop Safety 
Razor, Silver Spray, Silver King, Rem, Day Dream, Shac, 
Astringosol, Zymole Trokeys, Feminex, Moth, Check, Star 
Hack Saw, Climaline, Bowlene, S. S. S., Ex Lax, Noxzema, 
Dyola, A. P. W. Paper, Hein Fong Essence, Swamp Root, 
Julienne Toiletries and NuPak. 

R. V. Wayne, manager, reports it has been necessary to 
enlarge their staff, which now numbers twenty-seven trimmers, 
one stockkeeper and two office girls. 

Louis G. Maneke, display manager, F. H. H. Knoepken & 
Son, Independence, Mo., was awarded third prize in the 
Easter window trimming contest for Allen-A hosiery. 





The Lawson Display Service, 210 Transportation Build- 
ing ,Los Angeles, Cal., has taken over the business of the 
United Window Display Service & Sales Co. This company 
is doing a very nice business. 





E. H. Siney has retired from the display service business 
to become identified with the Calkins Studio, 935 South 
Broadway, Los Angeles. This concern offers everything in 
the way of equipment for the displayman on a rental’ basis. 

J. I. McAlpine, formerly with the California Packing 
Corporation, has assumed charge of all display installations 
in southern California and Arizona for M. J. Braudenstein 
Co., distributors of the famous M. J. B. Coffee. He will main- 
tain headquarters at 841 Traction Avenue, Los Angeles, Cal. 








J. S. Keel, formerly of Longview, Texas, is now at Denni- 
son, Texas, as display manager for Perkins Brothers Co. 
(Continued on page 75) 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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DISPLAYS FOR NEW ENGLAND 


WRITE FOR OUR DETAILS 


New England Window Display Service 


161 Massachusetts Avenue, Boston, Mass. 
“The Service That Pays” 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA 


A first-class window display campaign will put your product on 
the map, boost sales and increase distribution. We can show real 
results in Philadelphia and surrounding points. Capacity 1,000 
displays per week. Write for list of satisfied clients. 


SAMUEL J. HANICK 1214 Race Street 


Associated with Window Display Installation Bureau, Inc. 


CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Ill, 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


Associate of Window Display Installation Bureau, Inc. 


LOUISVILLE 


An experienced display service to take care of the 
needs of the national advertiser. Standard and indi- 
vidual window display installations, booths and floats. 


LOUISVILLE WINDOW DISPLAY CO. 
1030 S. FIFTH ST. LOUISVILLE, KY. 

















Complete Window Display Service for National Advertisers 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1405 St. Clair Avenue Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 

A complete Merchandising Service put on in conjunction with 
vour display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better 

Business Bureau. 
Offices: 824 CONTINENTAL BANK BUILDING 
Member Window Installation Bureau. 


FRANK DISPLAY: ADV. SERVICE 
Ogden FRANK J. VAUSE, Mgr. Utah 


A modern up-to-date display service equipped to give immediate, 

first-class service to National and other Advertisers in_ the 

Northern part of UTAH and Southern IDAHO. Write for data. 
QUALITY AND SERVICE 

Best of Reference. OFFICE: 568 CHESTER 














COOPERATING WITH NATIONAL ADVERTISING AND 
DISPLAY AGENCIES 


REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


438 E. WOODBRIDGE ST. 
R. V. WAYNE, Pres. 


Doing business for over 100 well known Manufacturers.. We cover 
the entire State of Michigan and Toledo, O. 


Associated with Window Display Installation Bureau, Inc. 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 


iv Statistical Surveys—House-to-House Distributing 
Window Installation Service for National Advertisers 
60 Drug Store and 100 Grocery Windows Available 


207 Renfro Bldg. P. O. Box 181 


DETROIT, MICH. 








J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. . Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 


CHICAGO 
ACME DISPLAY SERVICE, Inc. 


538 S. Dearborn Street * Chicago, Ill. 


An Efficient ‘Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


“Window Displays That Sell Merchandise” 


LOS ANGELES 
And Southern California 


A.better Window Display Service for manufacturers, covering 
all Drugs stores in Southern California, every two weeks. 


Address all communications to 
WESTERN WHOLESALE DRUG COMPANY 


SECOND AND LOS ANGELES STS. LOS ANGELES, CAL. 
Fred E. Ussher, Manager Window Display Service Department 




















Display Services 


If you are not listed on this page, you are 
overlooking a big opportunity to promote 
your business. 


This is the only market place available for 
the national advertiser to locate the respon- 
sible display service company in your city: 


Let him know you are seeking his business 
and can execute it satisfactorily. Write the 
advertising department and arrange for rep- 
resentation beginning with the July issue. 


Address Advertising Department 
The DISPLAY WORLD 
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oe — Our 
| Building 
DISPLAY CLUB CHRONICLES [f= 
partimen 
is eS were the 
were she 
PORTLAND, ORE. tone; Bernice Alstock, contralto, and Miss Jacobson, their of the m 
By Olave Ralph accompanist, all noted K. G. W. artists, open our program, there be 
HE Portland Display Men’s Club is especially for- Paul C. Massee, of George Lowenson & Son, put on an in- instruce 
tunate in possessing a unique feature. It is the teresting demonstration of men’s straw hats. Next came the held by 
Sunday morning alarm clock and its name isn’t “Village Smithy” and “Hughie” Griffiths with a uke, song —_ ge 
“Big Ben,” either. It goes by the name of L. A. and “buck-and-wing” number. Ben Larsen, of the Larsen good = 
McMullen. Every Sunday morning around about ten o’clock, Studio, gave us a most interesting lecture on color harmony. this, *. 
if you happen to be sleeping soundly, “buzz” goes the tele- He covered every phase of color combinations and artificial elias 
phone and you know Mac is waiting for you. Sunday, May 1, color lighting . He explained why blues and violets lent a 
somebody forgot to wind the alarm and it surely made a perspective to windows and orange was used for a speed hn ps 
difference in the attendance of our Monday noon meeting. color. He said that the trend of today was to sacrifice art oe 
The only alibi Mac could offer was that he was out on his for something unusual or spectacular regardless of color 
ranch shingling the top of Mt. Hood ,or something to that harmony. All of the boys were busy with their note-books 
effect. Although there were only eighteen or twenty of us, a and there is no doubt that they absorbed a great many new Youll 
load of good fellowship made up for the deficiency of num- ideas in the utilizing of.color harmony. It was a revelation dinner g 
bers. to all of us. Through the windows we blaze the trail for Valley é 
As Mr. Bechtold, our president, said: “There is no group fashion. Let us hope that out of the jungle of present-day ne ot 
of men busier than the displaymen. Other clubs of this city ideas a wholesome appreciation of art for art’s sake might be enjoyed 
whose membership numbers 500 and over often depend upon born. which - 
a committee of three or four to accomplish their set aim or be n0dil 
purpose. Numbers have very little to do with it if the spirit BIRMINGHAM, ALA. Repot 
is right.” Reported by Eugene Cowgill, Secretary ee cel 
Harry Silvers, of Los Angeles, attended our meeting and Constructive meetings have been on the program during Poller: 
we fined him one dollar for being late to luncheon and show- late spring. On May 17 we met at the Matthews Electric atin 
ing his fall line of flowers so early in the springtime. He Co., 1918 First Avenue, in a special room fitted with a modern grams. 
told us all about the San Francisco convention and said they display window equipped with model lighting fixtures. GL L EA 
expected it to be the finest ever held on the Pacific Coast Ralston, who is a specialist in window display lighting, gave FA. Me 
and were counting on the hearty support of Los Angeles and us a very interesting lecture on how a show window should deed il 
all the cities of the northwest. be lighted to derive the most good. One of his thoughts esto 
Monday, May 15, an informal vote was taken to ascertain was that well-lighted windows draw people to them without oveurtel 
how many members are planning to attend the San Francisco their knowing just why. As an illustration, he pictured a of the = 
convention. Most of the merchants here send their buyers very beautiful window of women’s sports apparel surrounded sponded 
east to select merchandise, but they can not see the advan- with the proper setting, but with ordinary lighting. A very The % 
tage of sending their displaymen to conventions. Surely, small proportion of the passers stopped, but immediately upon ae i 
display is more important than buying, for the finer the intensifying the volume of light, adding color screens and M. Riche 
quality of the merchandise, the more skill and good judgment focusing a small spotlight on one of the figures, the number sheen ak 
it takes to display it. As to poor merchandise, sometimes of passers stopped rose surprisingly. “Light,” he said, “is a liked to 
the buyer fails in his mission and comes back with a load wonderful thing. We might compare its workings to the sub- and told 
of lemons. Then it is up to the displayman to show them conscious mind. The latter makes many parts of our bodies he unnll 
in such a manner that the public can not resist the tempta- function without any direct effort on our part, and it is the method c 
tion of buying. If our employers only knew how much we same with good lighting effects. They pull the eye and make from J. 1] 
learn at conventions they would not hesitate to send us. One people stop, even though they scarcely realize what causes on the fc 
good window properly handled would bring in more than them to pause.” tight witl 
enough to pay the expense of the trip. These are some of William Gunn, of the Atherton Sign Co., followed him was rolle 
the facts we are going to lay on the table “Bosses’ Night,” with an interesting talk on the right and wrong way to make He declat 
June 19. We also discussed the feasibility of procuring some show cards. This was also instructive. and shirt: 


permanent fixtures for our club. Ben Larsen and Guy Owen, 
of the Larsen Studio, have promised to donate an artistic 
background. 

We had the pleasure of hearing Stephen Gaylord, bari- 





About twenty-five members were in attendance and a 
strong feeling prevailed that more of such instructive meet- 
ings should be planned and President Hoile at once informed 
us that more would be forthcoming. 
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Birmingham Clubmen Held Their First Picnic recently—Here’s a View of the Celebrators and Their “Wimmin Folks.” 
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Our next meeting was held at the Chamber of Commerce 
Building, Tuesday, May 24. About thirty members were 
present. Stereopticon slides, sent from the educational de- 
partment of the International Association of Display Men, 
were the feature of this meeting. A goodly number of slides 
were shown, including the works, or rather displays, of many 
of the most prominent men in the profession. Many regretted 
there were not more slides, as it was a most enjoyable and 
instructive program. Many of the slides were asked to be 
held by the members that they could be studied for their 
many good points. We hope we will be able to receive more 
good material like this from the international. Following 
this, a motion was made for the club to have another picnic 
for members and their families and friends. This was at 
once accepted and a committee appointed to make arrange- 
ments for one to be held on Sunday, June 5, at Artisian Lake, 
about twenty-five miles from Birmingham. 





YOUNGSTOWN 
Reported by F. W. Henderson, Secretary 

Youngstown displaymen started June with a well-attended 
dinner gathering that proved the capacity of the Mahoning 
Valley organization for initiative and resourcefulness. Meet- 
ing at the Elks’ Club at 6:30 p.m. on June 1, the members 
enjoyed a perfectly appointed dinner followed by a roll call, 
which revealed the presence of almost the entire roster of 
the association. 

Reports of committees brought out the fact that plans for 
the summer were well under way. First Vice-President John 
Pollari, chairman of the social committee, reported plans for 
succeeding meetings arranged to provide interesting pro- 
grams. 

I. E. Ogg, president of the Sharon (Pa.) Association, and 
F, A. McIntyre, another official, who were guests, were intro- 
duced and interested their hearers with accounts of the 
methods used in the city across the border in establishing a 
powerful display club there. Charles Meyer, representative 
of the Hugh Lyons Fixture Co., Lansing, Mich., also re- 
sponded with a short talk. 

The members then moved over to an adjoining room, 
where a demonstration of shirt trims was put in by William 
M. Richards, of the Scott Co. This involved preparation of 
shirts on boards and busts. Mr. Richards declared that he 
liked to see ties made up even with the bottom of the board, 
and told how he had learned to fold shirt sleeves to avoid 
the unnecessary labor of puffing them. He then showed a 
method of trimming a bust, which he admitted borrowing 
irom J. H. Hilton. In this the shirt was pulled down taut 
on the form, the surplusage in the back being tacked down 
tight with pins hammered in with a light mallet. The tail 
was rolled up tightly and tacked under the edge of the bust. 
He declared that he tried to pick harmonizing colors in ties 
and shirts, putting the “loudest” tie on the bust used as the 
centerpiece of his plateau trim. At the conclusion of his 
demonstration, the “Vindicator Harmonica Quartette” was 
introduced. This group of four newsboys proved their ability 
as musicians, playing a number of popular songs and execut- 
ing several versions of the Charleston. As all were lads from 
ten to twelve years, they drew a storm of merited applause. 

The last feature of the program was a talk by Charles R. 
Rogers, editor of The DISPLAY WORLD, outlining the 
relation between display and advertising. The necessity for 
greater familiarity with the processes of selling was made 
plain and greater endeavor to obtain originality and distinc- 
veness in apparel and footwear showings stressed. 

OMAHA 

Reported by Frank Fiala, Secretary 

The Omaha Display Club is still going strong, having 
recently entertained W. L. Stensgaard, president of the I. A. 
D.M., at a dinner held at the Athletic Club. This luncheon, 
Which was an event of May 13, brought out a large attend- 
i. Mr. Stensgaard was at his best and gave us a won- 
(erful talk. Plans are now being made for Omaha’s partici- 
pation in the I. A. D. M. convention at Detroit, and it is ex- 
pected that a group or ten or more members of the local club 
will attend the gathering. j 

(Continued on Page 78) 
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36 West 33rd Street 


UNUSUAL DISPLAYS 
AND 


INTERIOR DECORATIONS 


Specialists in Christmas Decorations 


FERRYMAN ART STUDIO 
New York 


Telephone: Longacre 9439 


















UNIQUE 
~ - DISPLAY STANDS 


For Displaying Smaller Articles of 
High Class Merchandise. 


Hand Painted, Relief Finish, Trays 
Covered with Black Velvet. 


$3.5 
$ 1 yo Mate High 


PHEBE RAE WHITNEY 


Creator and Designer of Poster Manikins and Advertising 
Displays for National Advertisers 


34 EAST 22nd St., NEW YORK CITY 


Per Pair 
10 Inches High 




































a 
GLASS = DISPLAY 


1%4.1INCH THICK OR THICKER : 
Cut In-Ovals-Oblongs -Squares - Circles 
Fl 6dges Smooth - Ground -Polished or Beveled As hepuired 


Write jer po a eS 


ANDRES PLATE GLASS @ + 195 GREENWICH ST_NY | 
‘dust a Step from Hudson Tubes and Ferries” at Fulton St. | 


| 
| 
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NEW COMPOSITION DISPLAY FIGURES 


Beautiful Artistic Creations—Ideal for Millinery Displays 
A Variety of figures, painted in gold or Natural Colors, 
pe DT Re OOD eT ee $12.50 up 


547 West 59th St. JAMES MASSO New York City 


Apply your fixture dealer or write us direct. 








P DOUBLE Youn TURN TABLES | 





WINDOW SALES 


DisPLAY ~~» SELL MORE. GOODS! 
Electric cost 3 cents per day—Capacity over 100 Ibs. 


Fully Guaranteed—Write Today. 





I woos” ELECTRIC WINDOW SALESMAN CO. ve Seta G 
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PUBLISHED OFFICIAL HOUSE ORGAN oF MIN 

ONCE said WINDOW. DISPLAY 
EACH MONTH INSTALLATION BUREAU, Inc. A Dis 
“The Window Displays of the Nation from Coast to Coast” huts Tri-Sta 
Vol. I CINCINNATI, OHIO, JUNE 15, 1927 No.2 _— 
CC 

The B ’s Nation-Wide Servi Your 8 
four Sat 
e bureau's INation-Wide Service eo 


Has Solved the Display Problem§-— 


Many National Display Installation Campaigns Already Executed 
With Complete Satisfaction to the Advertiser 


The increasing volume of business 
that the Window Display Installation 
Bureau, Inc., Cincinnati, Ohio, is 
handling efficiently and successfully 
offers the best proof that it has de- 
veloped for the first time a depend- 
able national service for the execution 
of national display campaigns. 

This larger volume of business is 
greatly solidifying the Bureau’s en- 
tire organization, because it is pro- 
viding a more steady stream of work 
for its local associates. Each local 
unit is, accordingly, becoming a better 
established business and is bringing 
about a breater realization of the 
opportunities afforded for building 
up a worthwhile business. 

This is a happy condition, and one 
that has established the Bureau as 
the only dependable and _ practical 
method to blanket the country with 
window displays for any worthwhile 
product of national distribution. 

One of the most gratifying condi- 
tions that have come to light recently 
is the goodwill that the various local 
display concerns have built up with 
the local merchants. The booking of 
window locations is becoming less dif- 
ficult as these service companies, by 
the excellency of their installations, 
have proven the value of their work 
to the merchants whom they serve. 
This is only to be expected, because 
these local merchants, in most cases, 
have no facilities for trimming their 
windows. 

Of nearly twenty-five campaigns 
already handled, there was experi- 
enced very little trouble in securing 
window locations, with the exception 
of one product which had very poor 
distribution and was a very slow-mov- 
ing article. This is a very fine tecord, 
and again offers proof of the dealer’s 
confidence which the service men 
have developed. , 

One of the most forceful proofs of 
the unbelievable waste in window dis- 
play material that results in the mail- 
ing of displays to dealers was brought 
—Advertisement 





to our attention in the handling of a 
display installation campaign for a 
well-known national advertiser. This 
advertiser had already mailed displays 
to its select dealers before placing its 
installation contract with the Bureau, 
and accordingly supplied us with dis- 
play material for far less than the 
number of displays they desired, 
stating that many dealers already had 
the material and that it should be 
asked for and thus salvaged. In a 
middle western city thirty-three drug- 
gists had been mailed the display, but 
the local service company could find 
only three, the others stating that they 
knew nothing of the display material 
in question. This is a sorrowful show- 
ing, of course, but this situation is 
quite generally the same when window 
displays are mailed direct to dealers. 
They not only never see the inside of 
a show window, but seldom, leave the 
corrugated containers in which they 
were shipped. 

Window display advertising is a 
wonderful sales promotional medium. 
We do not say advertising medium 
advisedly, because it is both an adver- 
tising and selling service. Active at 
the point of sale, it does all that adver- 
tising does, but goes a step farther— 
influences the immediate purchase of 
the advertised product which is on 
sale a few steps inside the store. 








Samuel J. Hanick, the local asso- 
ciated for Philadelphia, Pa., has taken 
on the cities of Lancaster and Harris- 
burg, which territory he is now in 
position to serve. 





G. W. Abernathy has purchased the 
Washington Window Display Ser- 
vice, Washington, D. C., and will act 
as the associate of the Bureau in that 
city. 





The Clicquot Club Ginger Ale dis- 
play campaign is now in execution, 
and the display has won the admira- 
tion of many of the associates. Win- 
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Hamilton, 
Comple 











~@) Window | 


dow locations for this display were 


easily obtainable. Wal 








R. V. Wayne, manager of the De- 
troit Window Display Service, has 


been appointed one of a committee of 
three to represent the Window Dis-@ G 


play Advertising Association at thei 
annual convention of the International i 
Association of Display Men, being 
held at Detroit. : | 





The ease with which window loca- 
tions were obtainable for the series of 
window displays being installed for 
the Gillette Safety Razor Co. has been 
gratifying to both the Bureau and the 
advertiser. The advertiser requested 
a complete coverage of all dealers, and 
many associates have wired for addi 
tional display material. This is proof 
that, when the product is properly dis- 
tributed, locations are readily obtain- 
able. 





i. 


Associates are again requested to 
keep the Bureau informed of all dis- 
play activities in their localities. This 
is very important. 


CHATTANOOGA, TENN. ji 


The South’s Up-to-Date Display 
Service 


Hal Cady Window Display Service 
418 Cypress St. 


Hal Cady, Manager 


AS ~ ~~ 
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PHOENIX, ARIZONA 
“The Gold Spot of America” 


Windows Available for National 
Advertisers 


F. M. WILSON 
» 1934 W. Monroe Street 


— 


SEATTLE, WASH. 


We Have the Locations You Are 
Looking for 
Danks Window Display Service 
303 Eastlake, Seattle 
Covering the State of Washington 
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MINNEAPOLIS, MINN. 


A Display Service for National 
Advertisers 


Tri-State Window Display Service 


| 


——— — 


DETROIT, MICH. 
Entire State of Michigan and Toledo, O. 


Detroit Window Display Service 
438 E. Woodbridge St. 





116 S. 4th St. 
oS H. Brooks, Manager R. V. Wayne, Manager 
~~ COLUMBUS, OHIO KANSAS CITY, MO. 






Your Satisfaction Means Our Success 


F. ALTMAN & SON 
139 E, Rich St. 


George Altman, Manager 


Established and Reliable Display Service 


STARK DISPLAY ADV. SERVICE 
2610 Campbell St. 


W. A. Stark, Manager 





CINCINNATI, OHIO 


Hamilton, Dayton, Springfield and the 
Complete Cincinnati Trade Market 






| Window Display Service of So. Ohio 
22 Pickering Bldg. 


Walter G. Vosler, Manager 





CLEVELAND, OHIO 


Covering the Cleveland Market and 
Erie, Pa. 


WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Ave. 
George E. Dugdale, Manager 










OUR SERVICE IN BRIEF 


Guaranteed Window Display Installations in Over 


800 CITIES 


Throughout the United States 
by Dealing Only With 


ONE OFFICE 


We install window displays through local asso- 
ciates for national advertisers in any quantity 
on any product in one city or number of cities 


com anywhere in the United States. 


= 
e 


We guarantee first-class quality installation 
work according to set specifications. 


Relieves 


e i advertiser of detail; saves time and money 
| through many exclusive and helpful features. 





Complete Portfolio of Information Sent on Request 





-§ Window Display Installation Bureau, Inc. 


The Window Displays of the Nation from Coast to Coast 
Executive Offices 


22-24 Pickering Building 


Cincinnati, Ohio 








CHICAGO, ILL 
Reliable and Prompt Display Installations 


CHICAGO WINDOW DISPLAY 
INSTALLATION SERVICE 
179 N. Wells St. 


M. J. Latz, Manager 


- PHILADELPHIA, PA. 


A Complete Window Coverage of This 
Prosperous Territory 


SAMUEL J. HANICK 
1214 Race St. 








BUFFALO, N. Y. 


Niagara Falls, Tonawanda, Lockport, 
Lackawanna and Rochester 


WINDO-CRAFT DISPLAY SERVICE 
32 E. Genesee St. 


E. Preston Browder, Manager 


INDIANAPOLIS, IND. 


Complete Coverage for National 
Advertisers 


PIONEER DISPLAY SERVICE 
113 S. Capitol Ave. 
Fred W. Weber, Manager 


SPOKANE, WASH. 


Window Displays in the Prosperous 
Spokane Country 
NATIONAL DISPLAY COMPANY 
1829 N. Division St. 

G. E. Bateman, Manager 


ST. LOUIS, MO. 


Satisfactorily Serving Many National 
Advertisers 


THORNHILL DISPLAY SERVICE 
919 High St. 


A. J. Thornhill, Manager 


PITTSBURGH, PA. 


Get Into This Big Market 


ARCEE VEE DISPLAY SERVICE 
2638 Fifth Ave. 


R. C. Vaughn, Manager 

















Baltimore—Washington 


Complete Window Coverage in These 
Cities 
BENJAMIN CHARLES MARGOLIS 


11 W. Redwood St. 467 C St., N. W. 
Baltimore Washington 


- JACKSONVILLE, FLA. 


Specialists in All Branches of 
Window Display 


WALKER DISTRIBUTING CO. 
34 E. Union St. 
H. S. Walker, Manager 


SAN ANTONIO, TEXAS 
Complete Window Display Service for 
National Advertisers 
HIGHT DISPLAY SERVICE 
311 South Alamo St., P. O. Box 612 

J. M. Hight, Manager 
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Cards Suited to Women’s Apparel 


Light Colored Stocks Offer Greatest Range of Possibilities for 
Successful Use With Displays of Spring and Summer Fashions 


By WALTER NYELAND 
Display Manager, Paul Davis Dry Goods Co., Waterloo, Iowa 


PPAREL for women so often appears in occasions I have used them with apparel, but as a gen- 
delicate pastel shades that it would be sheer eral rule it seems safer to use colors more closely corre- 
folly to introduce a dark show card into a sponding to the light-hued garments. 
window of the dainty fashionings. The In the group of cards which I present here the ma- 
contrast would be so glaring that the entire jority are executed on gray and lilac mottled stocks, 

effect of the showing would be imperiled. I have full The colorings of this raw material are pleasant, and 
appreciation for the dark shades and make use of them when it is brightened by decorative panels and florals, 
frequently. In differentiating between regular and base- and underscored lettering, produces cards with dignity 
ment merchandise they come in good play, and on rare and charm. 
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Work With No Time for Frills—But the Frills Are There and Prove Nyeland’s Skill. 
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Thousands of Card Writers, Sign 
Painters and Displaymen have 


learned.the secret—through use of 
Daily’s “‘Perfect Stroke’’ Brushes 


Quality, bigger production and 
longer life are built in! They are 
the BEST that can be made or 
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Turn out more work . . . better 
... quicker . . . and pay less in 


the long run. 
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TRADE MARK REGUS PAT OFF 


BRUSHES ano SUPPLIES 


Get Catalog No. 14— 
as new as this morning’s 
sunrise. As interesting 
as a fascinating first- 
run film. 

Write for your copy 
NOW .... learn how 
YOU tan get bigger 
production ! 











Daily °s2' 
a OHIO. 
and Supplies ~ 


Che House of Perfect Stroke” Brushes 








Paasche 
Airbrushes Make 
Better Show Cards 






Window Displays 
refleét the charaéter 
of Your Store 


]F the display department of your 

store is not equipped for modern 
backgrounds and attractive display 
cards you are “overlooking” advance- 
ment and recognized leader- 
ship. Immediate and future 
displays can be provided for 
by interchangeable prepared 
panels and backgrounds. The 
Paasche Displayman’s Outfit 
meets the need for individu- 
ality and modernism of pres- 
ent and _ future = store- 
window displays. Let 
your store and its 
window impress 
shoppers with at- 
tractive  sell- 
ing displays. 
















This display- 
man’s outfit 
tefinishes your 
fixtures and 
decorations. 





Write today for Displayman’s Equipment Catalog 


aasele Airbrush bo 


1902 Diversey Parkway, Chicago 


54 Dey St. 


Los Angeles, Cal. 
New York, N. Y. ; 


+ 411 Douglas Bldg. 
DW6-Gray 
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lowest, direct factory prices. 


Office and Works: 
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Card artists are invited to send for samples, which include 
a full assortment of colors—prices ineluded. Orders filled at 


HURLOCK BROS. COMPANY, Inc. 


3436-38 Market St. 
3435-39 Ludlow St. 
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Dull Finish © 
Sho-Card Boar 


(U. S. Patent No. 166998) 


The name of Hurlock Royal Crest 
upon any of the Hurlock Products 
can be likened to the 18k Mark 
on Gold. : 

The Royal Crest—Hurlock—is the 
Mark of Quality—both as to finish, 
substance, and all that can be de- 
sired in an assortment of colors. 

It will be found that the 

Royal Crest has always been 
in the vanguard, and Show Card 
Writers who demand Royal 
Crest Products are the first to 
use a particular finish or color. 
Accordingly, Sho-Card Board, 
Dull Finish, and other Royal 
Crest Products have many Imi- 
tators, but as Originators the 
name of Hurlock remains per- 
manently in the lead over all 
competitors. 


oo 


—— 
U.S. Reg. 
No. 102412 


Philadelphia 
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Colored Boards Will Catch the Eye 


Cards With Pictorial Embellishments Executed on Dark Stocks Get 
Attention Never Conferred on Light Competitors 


By F. M. LONBERGER 
Display Manager, Kespohl-Mohrenstecher Co., Quincy, Ill. 


MBELLISHMENTS assist wonderfully in 
calling attention to the phrasing of the 
card, which should be in harmony with the 
subject. Cards of this character may be 
laid out in a number of effective ways. 

Many show card writers feel that plain white board 
with plain black lettering is effective, but I feel that a 
card executed on colored board with colored pictures is 
far more subtle, and will catch the passerby where 
a p!ain white card would be overlooked. 


@xclusive and 
fe ttsjerar@enven 


Spring \Teretets 











In selecting cardboard for this purpose one should be 
careful not to choose board with a glazed finish, as it 
will not absorb the paint, and therefore leaves a simeary 
picture which spoils the effect. 

It is better to use no card than one in bad taste, as 
the card is always placed in the most conspicuous place 
in the window and is, therefore, the first object to com- 
mand the attention of the passing public, drawing its 
attention to the merchandise on display. When this is 
done the show card has performed its duty. 





A Group of Mr. Lonberger’s Cards Which Vividl y Illustrate the Colored Board’s Superior Appeal 
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Display Service Notes 
(Continued from page 66) 


Owing to a steady increase in their volume of display in- 
stallations, the Excelsior Window Trimming Co. has found 
it necessary to remove to 122 Fifth Avenue, New York City. 
This organization is now under the sole ownership and man- 
qement of Maxwell Salt. 





Seventy-five windows per day is the present capacity of the 
Window Display Service Department of the Western Whole- 
ale Drug Company, Los Angeles, Calif. Crews cover Los 
Angeles and all southern California every two weeks. Among 
It present contracts are Bristol-Myers, Creolyptus, Johnson’s 
y Candy, Miller Rubber Goods, Pertussin, Binz Bronchilyptus, 
Dickinson Witch Hazel, Kolynos Tooth Paste, Molo; Thomp- 
son’s Malted Milk, Camelline, Hennafoam, LaBlache, Muster- 


Thirty Shades in 





1S : f 

‘ ole and New Life Wine Tonic. ' High Quality 

Ir Purely local business is handled by C. A. Betteridge, De- Art Poster Board 
ts troit, Mich., whose chief work is for retail stores and banks. 

is He installs five windows for the American State Bank and Highly Adapted for 


Speed in Both Pen 


two for the Commercial State Bank. These are both nice jobs 
and are paving the way for some other bank displays. 





and Brush Work 
Campaigns for the Kolynos Company, Auto-Strop Safety tend for Jample Folder 
Razor Co. and Jarvaise Perfumes are among the leaders for ’ 
the S. & O. Sign and Display Co., 9 West First Street, Duluth, 


: T))BRAND 
Minn. “Manufacturers are steadily including this territory in crgsctNT)) 


their campaigns,” says Melvin R. Sandberg, manager of the 





display department. C)ste- we announce the addition of 
ai ey ae our new STARBURST LINE of Poster 
Plenty of work is reported by the Display Advertising Ser- Boards in Six Stunning New Colors 


vice, 2610 Campbell Street, Kansas City, Mo. Present contracts 


| inlude Silver Spray, Silver King Fizz Ginger Ale, McCoy’s CARD 
Cod Liver Oil and Sixty-four Tooth Brush. They are also CHICAGO soako COMPANY 
installing displays for Clown Cigarettes, S. S. S. and Kiok Orighesuare et tase Oelare a OR Eg 8 oa 


| lax. Bobby Burns Ginger Ale is a late addition to this group. 














“Since organizing our department for installing national 
advertisers’ displays we have found it necessary to devote more 
time to this business,” says J. F. Nieswender, manager of the PREPARE FOR AN 


Nieswender Display Service, Ottawa Building, Joliet, Ill. He CA 4 

| snow extending his territory to cover Joliet, Aurora, Chicago 7 
Heights, Elgin and Kankakee, III. 

| 


PPR Ra een —thru the ony school operated as a 
a 


department of a large art organiza- 








The Riechers Display Service is opening new offices and ti Cneumanelt Retiien teakeed 
warehouse at 19 S. Fourth Street, St. Louis. Here also will py a Both Wa ycarmmashigh 
tea modern display room in which model installations will be teicchanic al eiien oie hadnee- 
set up for clients. It contains a dummy window with 1700- Weakly pedied tacts uae on aay 
candle power lights. Manager Orville M. Riechers asserts that based. upon our everyday experi- 
this will enable him to show his patrons exactly how the dis- ence in meeting the art needs of 
avin: aire 3 ; ; leading advertisers. Home study 
plays will appear and assure them of specimens which the in- instruction. Write for illustrated 
stallation men can follow. book telling of the success of our 

students. 
_ Paape’s Window Display Service, 22 Phoenix Street, MEYER BOTH COMPANY 
Springfield) Mass., has lately been employed on a contract of Michigan Ave. at 20th St.(Dept. 122) Chicago 


30 windows for the Kendall Mfg. Co., Providence, R. I. Pre- 
vious to Easter they worked on a Kolynos campaign. Julius J. 
Pape, who heads the organization, reports that a number of 
tational advertisers are installing their own displays, but that 











he finds no difficulty in getting windows among drug and gro- The F'ountain Air Brush 
try dealers who are acquainted with his service. He asserts For Show Card and Sign Writers 
that they give him the preference, knowing that the windows Easy to Handle and Keep in Order 


Ask Any One of 20,000 Users 


will be satisfactory and productive of sales. When the Paape 
men find a vacant ledge in a drtig store they promptly dress it 
Up, make backgrounds for mirrors and assist in various other 
lashions. All of this produces business. 








had Samuel J. Hanick, manager and director of Donnelly’s 
indow Display Service, operated by the Reuben H. Donnelly ; 

Corporation, reports business better than ever. During the past ee Ot Coe ee 

month they have kept a crew of fifteen men busy in Philadel- Thayer & Chandler 

¥ and surrounding points on Canada Dry Ginger Ale, Ipana 913 Van Buren, CHICAGO 

— Paste, Sal Hepatica, Gillette Safety Razor Blades, Phil- 
iS Milk of Magnesia, Bayer’s Aspirin Tablets, Armand Face . : 
owder, Auto-Strop Razor, Zonite, Larvex, Forhan’s Tooth The July Issue will Contain a Complete Report of 
‘ste and Mifflin Alcohol window displays. the Detroit I. A. D. M. Convention. 
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-__® Largest Distributors of 
| General Display 


Fixtures and 
Novelties 






= 


Write for our catalog 
and special prices for 
the department stores 


ANGLO DISPLAY FIXTURE CO. 


246 West 38th St, NEW YORK CITY | 


FAMOUS MASTER STROKE BRUSHES pt om 
FOR CARD WRITERS AND SIGN PAINTERS COPY OF 
s Our Free Catalog No. 24 


DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 



































THE LATEST EDITION OF THE 


DENNISON WINDOW BULLETIN 


is filled with valuable suggestions for window displays. 
t’s yours for the asking. _ 


DEPT. 45-E. FRAMINGHAM, MASS. 








“*SsSOL’’ FABRICS 


—of marked beauty and durability—and Hexter 
Satines, Mohairs, Silk Taffetas, Velvets and 
Chintzes—set off displays to best advantage. 


>, SS S. M. HEXTER & COMPANY, Sole Owners 
GEXBRICSN CLEVELAND, OHIO 
ania. mpaeanriaen New York Office: 381 Fourth Avenue 

| Chicago Office: 189 West Madison Street 


19 East 15th St., New York City 
SEND FOR CATALOGUE 

















DISPLAYS 


WINDOW SETTINGS 
NOVELTIES 
ART PANELS 
BACKGROUNDS 

















LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 
LUTZ & SHEINKMAN, INC. 


; LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORK 








Show Card Writers and Window Trimmers 


Mayer Brushes and Moist Water Colors Give ‘Con- 
tinuous satisfaction. We invite your correspondence. 


Address JOSEPH MAYER & CO. 
25 East 14th Street New York, N. Y. 











THE COMPLETE REPORT OF THE DE- 
TROIT I. A. D. M. CONVENTION WILL AP- 
PEAR IN THE JULY ISSUE. 


June, 1927 


Dinner Booms Coast Conclave Sales 


(Continued from Page 31) 
while his charming wife will be official hostess to our lady 
guests. ; 

For vice-president we chose no other than our genial 
friend and supporter, H. D. Nickel. “Nic,” as he is popularly 
known at “The White House,” where he officiates as display 
manager, will wield the gavel when “Bill” Sanford is busy 
with a display on meeting night. 

In addition to his duties as vice-president, Mr. Nickel 
holds the title of convention director, and as such has been 
shouldering the heavy responsibilities connected with that 
office. 

In the above activity, requiring both hard and important 
work, Mr. Nickel has showed a quality of brains and energy 
that we, as an association, have been mighty fortunate to 
get. He was formerly treasurer of the Los Angeles Club, and 
the City of Angels lost a good man when he came to San 
Francisco, but he will have ample opportunity to be genial 
host to his many friends from the south during convention 
time in July. 

Next in line came the hardest and most difficult office— 
that of secretary—which was ably filled by “the election of 
R. L. Treece, of Marks Bros., where he holds forth as an 
important member of the display. department with “your 
humble servant.” 

The treasurer of any displaymen’s association should 
carry with him a Scotch accent, but as our prospect was a 
teetotaler with a Swedish name, we could not help but pick 
him for the winner. So it followed that S. E. Olson, of Gold- 
berg-Bowen Company display fame, should be chosen for that 
important position. 

Publicity for the local club was placed in charge of Harold 
Nelson, who displays trombones and pianos and “things” for 
Wurlitzer’s. If publicity is music to our ears, Harold will 
be the means of creating a lot of close harmony between the 
local club and the “wide open spaces where displaymen are 
displaymen.” 

The membership committee and chairman are yet to be 
appointed by President Sanford. 

The executive committee was appointed and consists of 
the following members: Fred. A. Gross, chairman; E. Q. 
Wilson and W. W. Rowley. 

All in all, it was a big night and the boys all voted it a 
success. Various committees are meeting several times a 
week, a complete follow-up campaign to exploit the conven- 
tion is under way, and more details are being completed day 
by day. 

Save your vacation for convention time and the finest 
weather in the world—San Francisco, July 26, 27 and 4, 
and enjoy both. 





Changing Trends Affect Display 
(Continued from Page 17) 
always, everywhere, and striking simplicity. The key- 
note of success in merchandising today. 

Certainly by this time the parallel between adver- 
tising nationally in a magazine and advertising locally 
in a window has revealed itself to you. The display- 
man has the same objective, the same tools and the 
same opportunity. He has people passing by his wi! 
dows. They are attracted by flashy motors, short 
skirts, pretty faces, fast-moving and unheeding traffic 
even aeroplanes in the sky, and—other people's w'™ 
dows. A hundred competitions! And only one weap 
with which to combat them—his ability to put som 
one thing in his window that will get attention, be 
cause it IS just one thing, strikingly simple, and will 
hold interest because it has color, plenty of it. 

The window display of yesterday will no 
the fast-moving buyer of today. , 


t catch 
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Dealer Helps that Dealers Use 


(Continued from Page 40) 
promotion for the glove section, as was evidenced in the 
sales figures. 

It is gratifying to see that such thought is being given 
by manufacturers in making up fine, attractive advertising 
devices for the aid of their retailers. 

We recently improvised an out-of-the-ordinary setting for 
women’s neckwear, using a large picture frame constructed 
of heavy wood and put together in such a way as to prevent 
warping. The outer surface was embellished with ornaments 
of Anaglypta, a well-known decorative product. Sixty yards 
of shirred silk were used in the back and side curtains, which 
were in honey dew color. 

We have tried to employ a. different decorative touch in 
each trim installed. In the setting shown in the accompany- 
ing illustration, a large cut-out butterfly executed in de- 
lightful colorings lends a pleasing touch to the spectacle. 

It is plain that the sitting wax figure lends itself admir- 
ably to the display, which would lose much of its effective- 
ness if stripped of this model. The figure was garbed in a 
green dress, blending well with supporting merchandise. A 
variety of pretty scarfs in a diversity of fabrics, and a few 
pieces of neckwear placed on small tables of natural colored 
walnut, completed the display. 

The writer has made up several attractive showings of 
silk in this frame, using, sweeping drapes from the ceiling 
of the window, and some pleasing effects have been worked 
out with plain colored fabrics. The frame itself is a de- 
parture from the cut-and-dried form of open display. and 
tends to break up the monotony of the’ usual method of 
display. 





Tying Hardware with Events 


(Continued from Page 11) 

advertising executives with sufficient time to plan their win- 
dows carefully. For the mass of the stories, the problem of 
practical display is so acute that specialties are usually be- 
yond their reach. For such organizations staple, easily in- 
stalled arrangements are the most definite needs. Appropriate 
designs for the windows of the small stores are found in 
three accompanying illustrations hsowing the specimen dis- 
plays created by the Hall Hardware Company, Minneapolis, 
wholesalers, under the direction of G. M. Broderick, adver- 
tising manager. Among these is a showing of lawn and gar- 
den tools, artistically handled, demonstrating the ease with 
which such goods may be presented in artistic surroundings. 

Nearby is an installation of paint and paint brushes giving 
a plan for presentation of these timely goods in a manner 
that is impressive and appealing. The third illustration was 
a group of refrigerators presented in an easy manner and 
employing as many of the dealer helps as is practical. Mr. 
Broderick has taken pains to demonstrate how well these 
fit into the average dealer’s window as a means of inducing 
his dealers to get all the possible value out of the manu- 
facturer’s display material. 





SPIESS DISPLAYMEN BRIGHTEN PARTY 

April 27 was the occasion of an unusual celebration ten- 

dered to their employers by the members of the store staff of 
the Joseph Spiess Co., Elgin, Ill. All previous entertainments 
lor employees had. been by the store. 
_ Dallas M. Schultz, display manager, was one of the “shin- 
ing lights,” having a prominent role as an entertainer and 
also participating in the decorations. He reports that all 
Present had a “magnolious” time. 

The Udina Country Club was the scene of the gathering, 
which opened with a dinner, at which H. J. Wolfe was toast- 
master. After a welcome to the guests came the second part 
of the catertainment, consisting of a series of stunts. Among 
these was a “black and white” comedy sketch by Messrs. 
Schultz and Wolfe that combined “hot shots” at their asso- 
Clates, rare jokes and musical numbers in a pleasing diversity. 

The store display department handled all the decorating, 
made stage scenery, and wound up by decorating ten long 
tables for the banquet. 
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Orders - Inquiries 





PoLK’s’k 
and Mailing List Catalog 


Gives counts and prices on over 8,000 
different lines of business. No matter 
what your business, in this book you 
will find the number of your prospec- 
tive customers listed. 

Valuable information is also given as to 
how you can use the mails to secure 
orders and inquiries for your products 
or services. 


Write for Your FREE Copy 
R. L. POLK & CO., Detroit, Mich. 
Largest City Directory Publishers in the World 


Mailing List Compilers—Business Statistics 
Producers of Direct Mail Advertising 




















WOLD AIR BRUSHES 





Wold Air Brush Mfg. Co. 


2173 N. California Ave., Chicago, Ill. 











Send 2c for Sample Tube NEW WOLD LAMP BLACK 









DECORATIVE PAPERSsamus, 
AND CARDWRITERS’ SUPPLIES 


15) A) 4) es) (OV. 1 O) dd AO 


Baltimore and Front Sts., Baltimore, Md. 


Puy Gil SHOW err 


mous demand. Big future. Inter- 
work. Oldest foremost school 












-O 5 . 
N $50 
John Vaseses N.Y, geen $25 for single ehow card, 

BC. Fa as course.’ 


guarantee. 
DETROIT SCHOOL RING 
Stimson Ave, ang Ay 4 Mich, 








Before Ordering a Valance, Write 
BRYAN’S, Louisville, Ky. 


The July issue will contain a complete and detailed 
report of the Detroit I. A. D. M. Convention. 
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Get the 


“Poster Style” 


into your own 


Show Cards 


Read the splendid, illustrated 
articles appearing in SIGNS 
OF THE TIMES every issue by 
some of the best poster artists 
who are doing show card 
work. If you are interested in 
producing better show cards 
read this authority in the field. 


Send your order and Three 
Dollars today for a full year’s 
subscription. - - - - 


SIGNS OF THE TIMES, Cincinnati, Ohio 


Headquarters for Literature on Show Cards and Signs 
ie 
SUBSCRIPTION ORDER BLANE 

SIGNS OF THE TIMES, Cincinnati, Ohio. June, 1927. 
Enclosed find $3.00, for which send me SIGNS OF THE 
TIMES for one year. ($3.50 in Canada.) ; 























June, 1927 June, 1927 





Display Club Chronicles 


(Continued from Page 69) 


NEW YORK METROPOLITAN CLUB 
Reported by V. W. Sebastian 

One of the'largest and most enthusiastic meetings of the 
season of the Metropolitan Display Men’s Club was held at 
the Cafe Boulevard, Forty-first Street and Broadway, New 
York City, on Monday evening, May 16. Many matters of 
vital importance were discussed at this session, and, judging 
by the interchange of comment from the group represented, 
interest was keyed up to a high point. 

First in import was the electing to membership of a large 















number of new members representing the various branches E 
‘ ° THE SHO 

of the display profession. Jerome Jaffrey, who but recently euienced 
had the great misfortune to lose his mother, showed a fine materials 
sense of duty by attending and presiding in the president's a cougll 
chair. A handsome floral wreath had been sent from the necessary 
. club members as a group to express their sympathy. Mr. seo i 
Jaffrey brought a fine report of his endeavors in helping to outfits fort 
form the Philadelphia (Pa.) Display Men’s Club. All the many time! 
new members present were introduced to the large con- rn aa 
stituency present. Among these new members was Coleman —— ‘. 
McCampbell, New York City, news correspondent for The sr ” Fo 
DISPLAY WORLD. During the entire evening a tuneful for it. , 


musical and vocal entertainment was conducted, which as- University 
sisted in creating a spirit of good fellowship. Mr. Jaffrey 
then took up the subject of a large New York City repre- 
sentation at the forthcoming I. A. D. M. convention to be 
held at Detroit, Mich., June 13 to 16. It was agreed that a Rentals, R 
sufficiently large group should be formed to enable it to and Sales 
charter a special car. Good Condit 
Next in importance was the showing of the handsomely pent Sita 
colored educational slides which have been shown in various 
parts of the country and which elicited great interest from 
the local membership. It was especially noted how the unit 
type of background has come into vogue in display windows. 
Color arrangement was also noted as now receiving more 
and more attention. The next meeting, which will be the 
final one of the season, will be held at the Kenmore Restau- 
rant, Thirty-first Street and Fifth Avenue, on Monday éven- 
ing, June 16, at 7 p.m. This dinner will be in honor of J. 
Graham Waters, chairman of the membership committee, 
whose signal work in getting large and actual results in the 
way of new members and new interest, will now be shown 
fitting appreciation. Mr. Waters not only sends out personal 
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rators. 75c 
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letters, but makes many calls in person to explain the real nt oe 
advantages accruing to membership in the club. He also tractive prope 
divides his section of Greater New York and environs into Ad -— 


districts and appoints a district captain with lieutenants. ticulars and « 
These men then thoroughly comb their territory and make | Display, pas 
their reports of new members secured direct to Mr. Waters. Cincinuati, 
Such team work is bound to foster keen competition and 

active work. The results of such enthusiastic and aggressive ctattismacnsiial 
work amply testify to the merits of this kind of progressive POS 








work. It is renewing a larger and a finer interest among old I Displayman 
and new members alike. one year in 
tion in west 

Sider a trave 

LOS ANGELES W. D. A. A. At 


Reported by Edward H. Siney, Secretary Care T 

The Los Angeles Window Display Advertising Associa 
tion was host to all window displaymen in southern Cali- 
fornia at a representative gathering at the studios of Calkins- EXPERIE] 
Los Angeles on the evening of April 29. R. Victor Langford, WANTED- 








display manager for the Western Auto Supply Company, pre- " with k 
sided, presenting Jack Parsons, vice-president of the Wester! io uritin 
No. others 


Costume Company, as honor guest, and the officers of the 
Los Angeles Club ,known as the second largest advertising WOLFF 
club in the world. 

Through the courtesy of A. W. Calkins, the large display 
rooms of Calkins-Los Angeles, on the mezzanine floor ° 
the Western Costume Company Building, were thrown ope" 
to the meeting, furnishing a beautiful and appropriate dis- 








Torms for ti 





play of artificial flowers, lattice work, garden settings, minia- Closes 
ture stage sets and drapes as an effective background for $1.50 
successful night in Window Land, Ca 









( Continued on Page 80) 
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“Opportunity &xchange 1 


Iten Wanted’ Positions Wanted Gor S ror Sale Ww Vanted to Buy | to Buy 





SHOW CARD OUTFITS 


THE SHOWCARDER supplies the inex- 
perienced with the newest up-to- date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926, Adopted by leading chain store _ 
tems to replace cumbersome, old- prod 
outfits formerly used. Paid for itse 
many times over.’ “Turns out signs as 
good as a professional. ” “FKasily puperess 
my old outfit in style and speed. ge 
duplicate orders for signs wet Se 
asking for them—thanks to my in 
me Folder explains everything. Write 


for it 
SHOWCARDER, INC., 
University at La Salle St. Paul, Minn. 





FOR SALE 


Six Mechanical Xmas 


Windows 


Six displays originally designed 
for us—only ones of the kind—in 
perfect condition. If interested, see 
W. F. Oxenreiter, display manager, 
at the Convention, or write. 


oo & Baer Co. 


PITTSBURGH, PA. 


WANTED 
Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 














Rentals, Repairs, Exchanges, Purchases 
and Sales of Used Display Material in 
Good Condition from the Leading Depart- 
ment Stores of the New York City zone. 


Metropolitan Display Fixture Service 
32 Lexington Ave. New York City 





DISPLAYMAN—With ten years’ expe- 
rience in display of candy, drugs, canned 
goods, now employed in Cleveland, Ohio, 
desires new connection in these lines, or 
will consider connection in department 
store where he can learn display. Will 
submit photos or show actual windows. 
Best of references. Address S. A. G., care 
The DISPLAY WORLD. 

















SHOW CARD OUTFIT 


Complete with book of’ instructions and 
alphabets, brush, peas. colors and _ inks. 
Sent postpaid for $2.00 


RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 


















FOR SALE—See illustration, page 69, Feb- 
tuary Display World, of the heavy fleece- 
lined Jersey cloth window sock for deco- 
rators. 75c pr., $4.25 half doz., $8.00 doz., 
postpaid. An elastic band is taped and 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Cal. 


Stuffed Alligators and Fish and 
Alligator Electric Lamps for Win- 
dow Display. 


JOS. FLEISCHMAN 
1105 Franklin St. Tampa, Fla. 

















Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further par- 
| ticulars and copy of new Catalog “G” upon 
Htequest. The Cincinnati Show Case & 
| Display Fixture, Works, 232-240 Main St., 
Cincinnati, Ohio. 


REPRESENTATIVES WANTED 
Salesmen, displaymen and agencies for 
widely advertised line of manniquins and 
other novelties that are retailing at ex- 
tremely popular prices. Easy to sell— 
large earnings. 

ANGLO  -laanarl FIXTURE Co. 

240 W. 38th S New York City 








Unusual Opportunity 


Salesmen wanted to act as local partners 
to sell a substantial line of wood, metal 
and general display fixtures; also valances 
and window curtains and high- class line 
of wrought iron. Working bisis is 50% 
of profits. They are to open exclusive 
territory, display offices and purchase a 
complete sample line at wholesale value 
of $500, resale value $1,000. Photographs 
of all fixtures and other cooperation will 
be given. This offer is open to but one 
active man in a territory, so that prompt 
action is advisable. 


WRITE TO GENERAL MANAGER 
Room 5, 1193 Broadway, New York City 








— 








| POSITION WANTED 


} Displayman with three years’ experience, 
one year in New York City, wishes posi- 
jtion in west or middle west. Would con- 
sider a traveling position. 


Address R. W. G., 
Care The DISPLAY WORLD 








EXPERIENCED SALESMAN 
WANTED—Men’s wear department, 
one with knowledge of advertising 
‘ad writing and window trimming. 
‘o. others need apply. 


WOLFF BROS., Dumas, Ark. 








Torms for the Opportunity Exchange 
JULY ISSUE 

Closes Monday, July 11 

$1.50 Per Column Inch 

Cash With Order 








VACANT POSITIONS WANTED 


For Competent Displaymen and Cardwriters 


If you are in need of a displayman or cardwriter, or know 
of a vacant position of this kind anywhere, get in touch with 
the Employment Register, The DISPLAY WORLD, Cincin- 


nati, Ohio. 


We have on file applications for positions from 
displaymen, assistant displaymen and cardwriters. 


Tell us 


your needs and we will refer you to appticnnts who can fill 


the position satisfactorily. 


THIS SERVICE IS RENDERED WITHOUT COST 
Employment Register, The DISPLAY WORLD, Cincinnati, Ohio 
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in front of the stage for entertainment, provided by the Misses 











Display Club Chronicles 


(Continued from Page 78) 

A lunch, consisting of the choicest products of local firms | 
such as Golden State Cheese, East Side Beer, MacKechnie 
Bread, Hauser Cold Meats and Del Monte Dill Pickles, was 
served in “help-yourself” style during a radio program from 
a Stewart-Warner receiving set. Business of the meeting 
was then taken up, followed by addresses by officers of the 
Los Angeles Ad Club, explaining why all window men should 
be interested in a departmental of that organization and an. 
swering questions asked from the floor. Dick Lawson, 21 
Transportation Building, spoke on window display service 
explaining how the campaigns of national advertisers were 
planned and conducted. 

After a recess of fifteen minutes, the audience reassembled 



























Ruth Bradley and Dorothy LaMar, beautiful and talented 
dancers, under the direction of Miss Sadie Halperin, of the 
Coast-to-Coast Theatrical Agency. The numbers included 
exhibition dances in the latest costumes and poses, ending with 
an Egyptian couch number which aroused enthusiastic appre- 
ciation from the audience. 





TOLEDO, O. 
Reported by A. J. Ritter, Publicity Director 

On Tuesday, May 17, Mr. S. C. Barbour, of The Rainie- 
Barbour Co., spoke to the club at the regular noonday lunch- 
eon which was held in the banquet room of the Vanity Fair 
Tea Room. Mr. Barbour’s talk was enjoyed by all as he is 
an old-timer at the game and is familiar with the experiences 
of a displayman. He urged the boys to view each other’s dis- 
plays—then in the next installation of a similar one try and 
better it—thereby creating a keener competition and bettering 
displays. 

What proved to be a very successful as well as entertain- 
ing meeting was that held Monday evening, May 23, in the 
work rooms of The LaSalle & Koch Co., at 7 p.m. A buffet 
lunch was served and picked members of the Theatrical 
Club of the Lion Store put on a very enjoyable program in 
the way of popular songs, dances and string instrument solos. 
Mr. Crabb of The Rainie-Barbour Co., got quite a hand for 
his clever manipulation of his “Punch and Judy” act. As 
usual, Don and Charles Shasteen were on the job with their 
Hawaiian guitars and rendered severel splendid selections 
bringing this part of the program to a close. After a brief 
intermission candidates Edwin Devlin, of The Lamson Bros. 
Co.; William Whitcomb, Owen Bottle Co.; Rolland Benedict, Chapte 
Rainie-Barbour Co., and M, W. Howard, of The Lion Store, ment, , 
were escorted to the ante room and prepared for initiation. ‘ 
The initiation was well-planned and a_ continual laugh Border 
from beginning to end. After the candidates had been given tional 
their Mysteries of Displaydom, and that they, too, might see : . 
the fun, President Flint was chosen to ride the goat, which Ity of | 
he did very bravely (?) but was somewhat surprised when he Constr 
discovered that all the tricks had been changed and he was 
shown no mercy in the hands of displaymen. Ask Bill—he Polych 
knows. 

At the regular noonday luncheon at the Chamber of Com- 
merce, May 31, a brief business session was held. Final at- 150 E 
rangements were made for attending the national convention 
at Detroit. The result of the vote taken indicated that about 
95 per cent of the membership would attend. 





DAYTON, O. 
Reported by Everett Quintrell, President 
The Dayton Club held their regular meeting at the Y. W. 
C. A. recently with a banquet at 6 o’clock. C. A. Nonnemal, 


rr 
electrical engineer for the Dayton Power and Light Co. gave = = 
us an illustrated lecture on color mixing with light, using i: 
colored bulbs to demonstrate his points. He told of the wo™ (\P" 


derful opportunities that the displayman has of creating U~ ee 
usual effects through the use of lighting and pledged his sup i 
port in making local windows more attractive through ill P lice $5.1 
mination. 

About twenty of the boys signified their intention of 4 


tending the I. A. D. M. Convention and helping “put Dayton —————— 
over” with a playlet on display and selling. 
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Original—Practical— Workable 


Chapters of this book include: The Commercial Desire to Beautify, Environ- 
ment, Anatomy of Design, Planning of Ornament, Surface Patterns, Rosettes, 
Borders, Corners, Balanced Arrangement, Scrolls, Naturalistic and Conven- 
tional, Composition, Characteristics of Design, Panel Construction, Adaptabil- 
ity of Layout to Design, Conventional Floral Designs, Space Fillers, Decorate 
Construction, Color in Design, Power of Suggestion, Window Decorations, 
Polychrome Work and Process Stencil. 


150 PAGES OF DESIGNS-50 PAGES OF TEXT ILLUSTRATED 
MORE THAN 1,200 INDIVIDUAL IDEAS 


FOR DISPLAYMEN — ARTISTS — SIGNMEN — DESIGNERS — ART TEACHERS 


The DISPLAY WORLD, Cincinnati, Ohio 
C Enclosed find $5.00, for which send copy of Halsted’s Book, postpaid. 
CO 


Enclosed find $6.00, for which send me The DISPLAY WORLD for one year and a 
copy of Halsted’s Book, postpaid ($6.50 for Canadian and foreign orders). 


ER YOUR 
COPY NOW 
Price $5.00, postpaid 


Raa 
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Will Your Autumn Displays 
Reflect the Character 
of Your StorePr 









The prestige of any business establishment is inter- 
woven with its policies and service. 


The good-will it holds should be furthered by dis- 


plays characteristic of its principles. 






Make your windows do credit. to the things for | 
which your house stands. 






We have placed in our new 
Fall Catalog, just received 
from the press, decoratives 
which will make your displays 


reflect in an Autumn Setting 
the keynote of your firm. 
















Among the varied items 
shown in this catalog there is 
a piece, or combination of 
pieces, which will give your 
displays the effect needed. 





Write us for a free copy of this new issue. 


Our Display Room.Always Contains Many New 
Ideas. Be Sure to Visit It When in Chicago. 


The Adler-Jones Company 
649 South Wells Street CHICAGO 
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